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NOW 
THE MICRO-CAM HANGER 


| 
a, 


\ THE FIRST AND ONLY LOW COST SLIDING DOOR HANGERS TO 
PROVIDE THE EASIEST ADJUSTMENT FOR PLUMBING OR LEVELING SLIDING DOORS 


Only two screws are needed to attach 
hanger to door. To plumb door sim- 
ply loosen screws and turn nylon 
cam with a screw driver. This auto- 
matically raises or lowers doors. 
When making precise adjustments 
door cannot slip down out of control. 


THE THRIFTEE MICRO-CAM HANGER 


is available with either single or twin nylon wheels and is 





—) 
A 
~ cA ae I 3 ff packaged with both fascia and non-fascia aluminum track. 


TWIN WHEEL HANGERS SINGLE WHEEL HANGERS 
Nylon wheels have oiled-for-life Nylon wheels have oiled-for-life 
bronze bearings. MICRO-CAM is made of sturdy nylon. bronze bearifgs. MICRO-CAM is made of sturdy nylon. 


Send for complete catalog today! 
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How Acme’s new Fashion-Right Color Service 
keeps your customers coming back for more Acme Paint! 


Your customers get the exact color they want... when they want it! 











To help your customers pick out the exact color or And to deliver any color paint your customer picks out, 
shade of Acme Quality Paint . . . right in your own store .. . 


; 
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The All-New * pe ere 
Acme Fashion-Right 
Colorometer 


(ak 


Lal 


Acme Fashion-Right Colors of the Seasons—new, 


Acme F. -Right Color Selector glamorous colors and color harmonies for every j i j ity! 
cee gg por on of decora- season of the year . .. spring, summer, winter or fall: e Delivers any color . . . in any finish . . . any quantity! 


tor-approved color harmonies. e Quicker, more efficient than any manual machine! 
‘ : e Priced so low that every Acme dealer can afford it! 


e Easy to use... . just set the precision-engineered metering 
valves and add colorant! 


e Compactly designed to fit right on your counter top! 











Stock and sell Acme Quality Paint, Super Kem-Tone, Kem-Glo and Loxon and 
take advantage of the sales-getting ability of Acme’s Fashion-Right Color 
; ; Service . . . the hottest merchandising plan in the entire paint industry. 
tin tet Gaia Dien tas. — —= Visit Booth 1005 NRLDA Building Products 


mony—decorator-styled color Acme Fashion-Right Color Collection Book— Exposition Nov. 14-17, Cleveland, Ohio. 
harmonies at a flip of the page. “take-home” copy . . . customers pick out color 


Pos...e complete selection ot celor sling vids for Kom Protects | ACME QUALITY PAINTS, INC. 


Detroit 11, Michigan; Garland, Texas, or Burbank, California 
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POLE-TYPE CONSTRUCTION IS 
GROWING—AND WITH IT THE 
PRESSURE-CREOSOTED BUILDING 
POLE AND LUMBER MARKET! 


Pole-type construction is gaining popularity every- 
where for warehouses, sheds, barns, feeders and many 
other structures. As more and more builders are 
recognizing the low-cost, long-lasting, easy-to-erect 
features of pressure-creosoted lumber and poles— 


PLASTICS AND COAL CHEMICALS DIVISION 
40 Rector Street, New York 6, N.Y. 
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YOU, as the local supplier, can find BIG MONEY in 
the lucrative creosote-treated timber market. 

So why wait? Increase your share of this rapidly 
expanding market—stock up on pressure-creosoted 


poles and lumber—NOW! 
| llied | 


hemical | 
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For rugged framing... 


suggest DOUGLAS FIR 


the nation’s first-line wood for structural purposes 


























A decorating idea that will sell more lumber .. . Western 
Pine Region woods finished in COLOR. Look for our 
advertising in home improvement and do-it-yourself mag- 
azines. It works for you. For more information write to 
Western Pine Association, Yeon Bldg., Portland 4, Oregon. 


DOUGLAS FIR —for built-to-last framing. 
More than any other single property, the strength 
of Douglas Fir accounts for its large use volume. 
For beams, posts, stringers and other structural 
purposes, it is manufactured in stress grades 


designed for ready and predeterminable use to 


Western Pine Association 


sustain any given load. The straightness, stiffness 
' member mills manufacture these woods to high standards 


and nail-holding power of Douglas Fir also add to of grading and measurement... grade stomped lumber is 
‘ ‘ m available in these species 

its excellence as a construction material. 
Idaho White Pine » Ponderosa Pine * Sugar Pine 
White fir + Incense Cedar » Douglas Fir + Larch 


For interior trim, mouldings and millwork, 
Red Cedar + Lodgepole Pine + Engelmann Spruce 


Douglas Fir combines long-lasting service with 
z Today’s Western Pine Tree Farming Guarantees Lumber Tomorrow 


pleasing appearance. 


6 Circle No. 6 on Handy Cover Card September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





and Building Products Merchandiser 
= Sat-iae 


Publisher Herbert A. Vance 
General Manager Arthur E. Petersen 
Chairman Editorial Board Arthur A. Hood 


EDITORIAL DEPARTMENT 


Editor Gordon J. Lawler 
Executive Editor Richard W. Douglass 
Managing Editor Wesley Wise 
Associate Editor Dexter W. Johnson 
Market Research Editor W. G. Simpson 
Associate Editor Ruth Lundahl 
Merchandising Editor Robert Dietmeier 
Production Editor Harold W. Thune 
Home Improvement W. J. Auburn, Jr. 
Architectural Consultant James N. Lindenberger 
Store Consultant Paul Ergang 


Editorial ee: Headquarters, 59 E. Monroe St., 
Chicago 3, Ill., Telephone Financial 6-7788 


W: m Bureau: Hugh L. Morris, Room 1120, 
National P Press <1 Washington 4D. Cc. 
Telephone ME. 8-195 


NEWS Correspondents: Atlanta, Boston, Cincinnati, 
Dallas, Denver, ~~ — City, 
Mi » Min lis, "New Orleans, 
Philadelphia, St. uis, Salt Lene City, 

Seattle. 


BUSINESS DEPARTMENT 


Advertising Sales and 
Promotion Manager Duke Lynch 
Eastern Sales Manager Tom Lindsey 
Circulation Manager Robert E. Monetti 
Circulation Service E. B. Cunningham 
Advertising Production Louise Pliska 
Classified Advertising J. M. Finnegan 


ADVERTISING SALES REPRESENTATIVES 


Eastern: Tom Lindsey, David M. Sauer, 370 Lex- 
be ny Ave., New York 17, Telephone Murray Hill 


Southeastern: E. L. Neff 15 Castle Harbor Isle, Fort 
Lauderdale, Fla., Telephone Logan 6-5656 


Central: Bruce McGregor, Room 425, Bulkley Bldg., 
1501 Euclid Ave., Cleveland, Ohio, Telephone Pros- 
pect 1l- 

Midwest: George Van Zevern, James S. Wright, 59 
a pecan St., Chicago 3, Ill., Telephone Financial 


San Francisco: Charles W. Hoefer, 1664 Emerson St., 
pate Alto, Calif., Davenport 4-2661 


Angeles 45: John E. ey 8930 S. Sepulveda 
Bivds uite 103, SPring 6-2138 





American Lumberman and Building Products 
Merchandiser is peed way other Monday by 
Vance Fubning = Monroe S&t., 
Chicago 3, Ill. S ~ ons: cad year, U. S. and 
a two years, $10 for 
for one year. Single 


— co! jes $1 except Dealer 
op. L{R,- is $2. Entered as sotond class 


caer October 2, 1946 at the Post Office at 
Chicago, IIl., under the Act of March 1, 1879. 
Copyright © 1959 by Vance Publishing Corp. 


tte, 


MEMBER 
ASSOCIATED 


BUSINESS 
PUBLICATIONS 
ding) AMERICAN LUMBERMAN and 


MEMBER 
AUDIT BUREAU 
CIRCULATION 


Building Products Merchandiser is 
ae every other Monday at 59 
. Monroe St., Chicago 3, Ill. Oth 
Vance Publications are HOME Maintenance & Im- 
provement, WOOD WOOD PRODUCTS and 
MODERN BEAUTY SHOP. 





PERSONAL VIEWPOINT 





A Housing Octopus? 


For many years there have been a great number of retail lumber 
dealers and others in this industry who have scoffed at the claims of 
the so-called factory prefabricators. After several decades of loud 
boasts but little performance, the whole prefab “industry” became a 
farce. The ambitions of the Price Brothers to create a “General Mo- 
tors” in the housing industry was laughed off as so much day dreaming. 

But the factory house-makers themselves didn’t have the same sense 
of humor. One result was the recent $16.7 million purchase of seven 
other prefabers by National Homes, as revealed in A. L. last issue. 
This may put more than 3% of all housing production under control 
of one organization. The firm’s own prediction of 45,000 units this 
year, counting the acquisitions, is probably optimistic—but it is possible. 

Of course, 3% or 4% doesn’t make National Homes a counterpart 
of GM. But, on the other hand, the new strength of National cannot 
be sloughed off as unimportant. If nothing else, the firm which can 
produce 45,000 houses each year can merchandise its homes on a scale 
heretofore unknown in this industry. 

Fortunately, there are strong programs in the retail lumber indus- 
try which can match this latest expansion by the big prefaber. We 
have the Lu-Re-Co (Lumber Dealers Research Council) franchised 
building system. And, as reported in our August 3 American Lumber- 
man, there are new regional component distribution programs under- 
way, which will enable every dealer to compete favorably with any 
shipped-in prefab. One example is Heritage Homes of Cleveland. 

Both Lu-Re-Co and the Heritage Homes system of component 
building will be demonstrated at this year’s NRLDA Exposition in 
Cleveland 14-17. This will be the first time that two lumberyard com- 
ponent systems will be shown for dealer inspection. Undoubtedly, 
there will be other systems available to lumberyards as dealers be- 
come more component-conscious and as dealers more vigorously apply 
“DSC”—Dealer Sales Control.* 

These programs deserve your study and support. 

It is doubtful that there will ever be a “General Motors” of the 
housing industry. But if there is to be such an octopus, let’s have him 
in the retail lumberyard. Local and regional fabrication, bound together 
by dealer-controlled merchandising, is sure to grow. It need not take a 
backseat to any single prefaber, anywhere. 


Good News About Components 


A research-demonstration house is under construction in Champaign, 
Ill., which will test new types of building components together with Lu- 
Re-Co (Lumber Dealers Research Council) wall panels and roof trusses. 

This is a joint project between the Douglas Fir Plywood Association 
and Lu-Re-Co. One purpose is to show how new shop-built components 
can be integrated with Lu-Re-Co panels and trusses. The house will prove 
that builders can obtain maximum flexibility as well as savings by using 
components bought at the local lumberyard. 

Our congratulations to DFPA and Lu-Re-Co for this newest research 
project. And our congratulations also to the National Association of 
Home Builders on opening a new laboratory in the Washington-Rock- 
ville Industrial Park, north of Bethesda, Md. 

The NAHB center will study low-cost methods of constructing com- 
ponents, including window and wall panels, flooring systems, trusses and 
lintels, beams and other methods of spanning openings. 

Although competition in research is desirable, it seems to us that the 
National Retail Lumber Dealers Association and ihe National Lumber 
Manufacturers Association should work closely and be of assistance 
to NAHB in their research lab. We can’t imagine anything sillier than 
the various associations adopting an ostrich-like viewpoint as we head 
into the day of more structural components to reduce on-site labor costs. 

It should be the obligation of NRLDA and the mill people to help 
bring the results of all component research to retail dealers. 


* See page 5 





Announcing Sisalkraft’s 


NEW, YEAR ROUND 
WINDOW MATERIALS 
DEPARTMENT 


* SISALKRAFT 
dlektilan Allok AA atelictalel es 
in Winter 


cad d-1-1, i lelictalel ks 
in the Summer 


FEATURES: 


See your local wholesaler or distributor about the special 
introductory offer which includes the Merchandiser and... 


SISAL- GLAZE — semi-rigid, clear plastic glass 
ESKAY-LITE—clear, flexible vinyl 
SISALITE— all-purpose polyethylene 


AMERICAN SISALKRAFT CORPORATION 


Chicago 6 +*« NewYork17 °« #£xSan Francisco 5 
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NEW | 
DEVELOPMENTS 
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EXPANDED EXHIBIT AREA for the NRLDA Building Products Exposition, November 14-17, 
at Cleveland, has been announced. This is the second time within two months 
that additional exhibit space has been required. 

Already scheduled are 232 exhibitors, surpassing all previous records for the 
big dealer show. New records are also being set on the number and variety 
of building products, equipment and services for the dealer. General chair- 
man Oertell Collins, Savannah retailer, described growing support for the 
show as "significant of the industry's increasing recognition of the dealer's 
key position in the marketing of building products." 


MORE IMPORTANT THAN THE HOUSING BILL is a detailed study to be made early next year 
on mortgage credit. Purpose of the study is to find new ways of financing 
home purchases by a rapidly expanding class of low to middle income families. 
The proposed omnibus housing bill -- like similar legislation in past years -- 
tends to merely liberalize present programs but does little to extend govern- 
ment aid to groups not already benefited. The concern is that the sharp rise 
in family formations in the 1960's will create heavy demand for housing, 
which present mortgage terms can't handle. 


Emerging is a group of considerable size of low income families who would like 
to buy homes and the low to middle income families who earn too much to get 
into public housing, but cannot qualify for FHA insurance. Democratic housing 
leaders are betting now on giving the new programs a preliminary sounding 

next year. In 1961, they believe there will be a more receptive Democratic 
Congress and President. 


SIX STATES -- CALIFORNIA, TEXAS, Florida, Ohio, Michigan and New Jersey -- accounted 
for nearly half of the 29,600 new homes started under FHA inspections during 
July. California had 4,432, Texas 2,837, Florida 2,557, Ohio 1,700, Michigan 
1,583 and New Jersey 1,288. 


SOME DISGRUNTLED BUILDERS are criticizing NAHB President Carl Mitnick's junket 
to South America at a time when aggressive effort is needed to force 
through Congress a new housing bill. Mitnick even gave away a house 
in Guatemala in the name of NAHB. 

Travel seems contagious, however, among NAHB top brass. After the 
September board of directors meeting at St. Louis, a delegation of 69 
take off for a 43 day round-the-world housing study tour. Included 
are stops in Hawaii, Japan, Hong Kong, Bangkok and the Taj Mahal. 
Wonder if these builders have paid-up bills at their local lumberyards. 


$3 MILLION PROMOTION FOR COMBINATION STORM WINDOWS is expected during October 
which has been named Storm Window Month. Promotion kit for dealers has 
ad mats, press releases, store banners, etc. Contact National Combina- 
tion Storm Window & Door Institute, 280 Madison Ave., New York 16. 


COMPLETE SALES COVERAGE of metropolitan areas are being planned by some dealers 
to blanket their regions. For example, one New York state dealer has 
opened an experimental store specializing in selling home improvement jobs. 
If it works out, he may spot 10 or more stores, supplying them from one 
central yard. With plenty of neighborhood stores he feels he can justify 
for the first time his expensive newspaper advertising. Results to date 
are very good. A variation is a chain of smaller cash and carry yards 
being opened by a Ohio retailer. Two are already operating and the third 
will open this fall. They will combat Wickes' bigger C & C nearby. 

COSTS, COSTS, COSTS. It's the little things which count up. For instance, 
mileage payments to salesmen driving their own cars on company business 
is said to average 8.76 cents per mile. This is a jump from a year 
ago, when the average was 8.22 cents per mile. 
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Calling all dealers to the great Johns-Manville 


--a full-scale National Campaign 
hum this Fall 





Cash in now on this exciting 
SALES-MAKING PROGRAM 


THIS DRAMATIC PROGRAM urges every homeowner to protect 
and increase the market value of his home, as a safe hedge 
against possible inflation. 

It is a hard-hitting campaign designed to channel a larger 
share of the homeowners’ dollars into building materials for 
modern home improvements. 


The Johns-Manville Fall Fix-up Festival will be launched 
with a personal message by Mr. A. R. Fisher, Chairman and 
President of Johns-Manville, entitled ‘“‘Your Number One in- 
vestment opportunity today is your own home.” The message 
will appear in Life, September 7. 

This initial advertisement will be followed by a 2-page, full- 
color ad (illustrated at right) in Life, September 21. And,through- 
out the Fall, powerful full-page J-M building products ads will 
appear in Life and Better Homes and Gardens. 


Nation's No. 1 Homemaker, Mrs. Margaret Fi 


THE NEW MRS. AMER/ 


New ceiling that can 
never crack__easy as this! 





GET FREE Promotion Kit 


Ads like this in 


LIFE 


help you get 


w! 
NO F business 
act as homeowner 


It contains sales builders such as: colorful store pen- 
nants .. . window or wall poster . . . special mats and 
mastheads for local newspaper ads . . . 4-color 
magazine ad reprints . . . publicity release . . . reprint 
of public interest message by Mr. A. R. Fisher. 


Johns-Manville. 
100000 noise traps! 


AS LITTLE AS 


Cash in on the extra sales and profits generated by 
this greatest home improvement promotion in years. 
Call your Johns- Manville representative today. Or 
write for free promotion kit to: Johns- Manville, 
Box 111, New York 16, N.Y. 


JOHNS-MANVILLE TIM 


VISIT JOHNS-MANVILLE EXHIBIT. PRO {V} : 
BOOTH No. 602 





$28 FOR AN 
AVERAGE CEILING 


sorb up to 75° of eennde Gat tlhe hem 

Your choice of many beautiful designs. Insist 

on J-M Acoustical Panels... products of the workd’s most advanced 
home research center. See your J-M Building Materials Dealer. 


if See Senin aancnnsoneyen Croce 

* and install a beautiful floor”—“How , 
Pye Fiber Glass Insulation” “Johns-Manville Colorbestos * 

' Sidewall for New Homes and Remodeling Old Homes 

{All 4 booklets for only 25¢. Address Johns-Manville, Dept. L-9, Box 60, 

i New York 16, N.Y. In Canada, Port Credit, Ontario 
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to make your business 
and Winter 








can have... in just a few easy hours!” 
pers'to your Johns- Manville dealers great YINUib FIX-UP FESTIVAL 













Nail up new beauty today. 


cut upkeep cost forever! 


wn in a day_ 
e on it tonight! 


Wake up snug tomorrow. 
save up to 30% on fuel! 



















Now one man insulates whole attic in hours New Colorbestos Sidewalls hy Johns-Manwille 
with new, lightweight Johns-Manville Fiber Glass never need paint to preserve them , 


the gleaming heauty of gold. 
new Johns-Manville floor tile! 





er okt, drab floors with hand ant Save up to 3¢ on every fuel dollar every winter Sidewalls need fixing up? Cover them with life: AS LITTLE AS 
d Metallic floor tile by Johns- Pc ad with miraculous Johny: Manville Fiber Glass AS LITTLE AS time Colorbestos® Shingles. Made of adem. 5 ore won Ty 






all Terrafiex® floor tile, it’s povsocatty Bae Insulation, Save on air-conditioning costs, too 4 Sun Wn owe rotproof, fireproof, wd FOR AVERARE 
asbestos, specially processed to » facin can't ever warp, peel, or split . . done. HOUSE 
ing beauty for years and years — reflects radiant heat. Fiber glass is easy and Your choice of handsame, built-in colors. Add 
bbing! See the greatest “floor clean to handle. Costs no more than ordinary a lot of new value to your home for relatively 

at your Johns-Mamille dealer's. Smartest new colors insulation. See your Johns-Manvilie dealer, You can probably carry little cost. For « free estimate, se your -M Building Materials 






floor tile today; create your own design—have fun enough in the back of your car to do your whole attic Dealer or call your J-M Certified Home improvement Contracter. 








oo —— 


JM JOHNS-MANVILLE 


panes Protect your number one growth investment »~ 
+++ your own home — tt nie ovucrs GETTER PRODUCTS FOR HOMES, FARMS, FACTORIES AND CITIES FOR OVER ONE HUNORED YEARS 


acinch... 


your J-M dealer, now!” Get expert advice “how-to” 
is... world’s easiest to use, home-improvement products! 
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Seven steps instead of 22! Simply cut two load-bearing 6é 
struts to fit header construction you use. Nail Strutwall to adjacent 
studs, tilt up with wall. Two-thirds of conventional framing, install- i W 
ing and finishing is eliminated. 


Andersen Strutwall” 


saved 16 man-hours 
per home!” 


Reports Douglas H. Robertson, Vice President, 
ROB-LUN Lumber and Builders Supplies, Inc., 
Niagara Falls, New York 
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Frontier Homes workmen tilt up framing with window units 
in place. Builders everywhere report Andersen Strutwalls deliver a 
good saving in total installed cost—even when compared with cheap, 
conventional windows. 


“Our customer, F. J. Balcerzac & Son, Inc., general 
contractors of Medina, New York, used Andersen Strut- 
walls in the recently completed Frontier Homes, Inc. 
development. This consisted of 111 homes—and the use 
of Strutwalls saved 16 man-hours per home, or a total of 
44 working days!” Mr. Robertson continued. 

*‘All of the time-consuming cutting and sawing of crip- 
ples was reduced. All we had to supply was lineal footage 
for inside and outside framing. We fabricated the 2 x 6 
headers ahead of time in our shop—making this a vir- 
tually complete framing package. The builder, of course, 
was pleased with the savings in time and money.” 


More beautiful—and trouble-free! Handsome wood sash and 
frames of Andersen Strutwalls add charm, natural warmth and 
beauty to Frontier Homes. Complete precision-made components 
assure strongest, tightest joining of window and wall. 


More and more builders, both large and small, are find- 
ing that they can make remarkable savings by using 
Andersen Strutwalls. That’s because they cut normal win- 
dow installation two thirds—from about 22 steps to 7! 
Strutwalls come with the Andersen Windows and adja- 
cent framing members already joined—including load- 
bearing side struts, jack studs and other members. 

For more information on cutting building costs with 
new Andersen Strutwalls, phone your Andersen Distribu- 
tor. Or write Andersen Corporation, Bayport, Minnesota. 
Andersen Windows are sold through dealers only through- 
out the U.S. and Canada. 


Andersen Windowalls «gv 


ANDERSEN CORPORATION +: BAYPORT, MINNESOTA 


Dealer Douglas H. Robertson recommends Andersen Strutwalls 
to cut on-the-job labor. Frontier Homes development in 
background used them—and saved 44 working days 

(16 man-hours for each of 111 homes). 
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“circles” 
around competition .. 


heres the NEW 
Cummins. 
‘Cirele of Z%e\g 
Power” YY =: 


SANDER 


“PROMOTION 


@ National Advertising Tells the Story (1) a 
m es ce 


@ Local Advertising Tells 
Your Customers (2) 


Display Material and Literature Help = ae % ‘y 
© ‘Vou Turn More Gyers inte Buyers (3) : * ee OF . 


, . “ “ ‘ft Featured Saleswinners 
It’s Cummins new “Circle of Power” Y tate: sata Pte 


poner 7 — a er —_ of — ‘ ‘ “Circle of Power" 
and profits for Cummins dealers everywhere! me | Sieuuntinnt 


1 Big attention-compelling ads in the Saturday 
Evening Post, Home Craftsman, Workbench, Farm 
Journal and Popular Mechanics will tell millions of 
prospects about Cummins Portable Tools — pro- 


vides Pay-Off Power for everyone! eee eens Mae. » « 20606 


NO VIBRATION! All the features of rip, crosscut, band, 
keyhole, jig and scroll saws combined in one! Cuts 2” 
dressed lumber at 45° and 90°; cuts plywood, plastics, 


. Back-up local Newspaper, Television and Radio 
leather, metal. Comfortable handle grip; cool opera- 


advertising in key markets will bring the Cummins 
“Circle of Power” theme home to your customers! 


3 There'll be point of sale material including store 
banners, lively display material, free hand-out liter- 
ature, everything to help you create a “Circle of 
Power” demonstration and display area in your 
store. And to help you turn those prospects into 
paying customers! 


tion, accurate control. 


Cummins Double-Action Sander . . . $49.95 

TWO SANDERS IN ONE! America’s only sander with 
orbital and straight-line sanding action at the turn of a 
key! Exclusive ‘“‘double-action” permits duplicating pro- 
fessional hand-rubbed finishes as well as getting fast, 
efficient sanding for standard finishes. 


Cummins 727-01 MAXAW .. . $49.95 
7-INCH CUTTING CAPACITY. ‘tow in price, high in value, 


here’s true professional quality design that wins sales! 
Exclusive magic-pivot gives deeper cuts with blade to 
spare in making all cuts in 2” dressed lumber. Exclusive 
True-Course Guide keeps cut open, blade on course 
for super-accurate cuts. 

Find out NOW how si 


you can have a “Circle 
of Power" Promotion 
for your store... 

write for full details, 
or see your Cummins 
representative 


or jobber! Resmnaiee Portable Tools 


SOSS N. Lydell Ave., Milwaukee 17, Wis. 
Division of 


John Oster MANUFACTURING CO. 
©1959 J.0.M.C. 
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SEE YOU AT THE SHOWS 
National Hardware Show — New York Coliseum 
Sept. 23-Oct. 2— Booth 17 
National Hardware Convention — Booth 804 
Atlantic City Convention Hell — Oct. Sth and 6m 











Make extra profits 
on every sale of cement 


You can make only a partial profit when you do not 
sell American Welded Wire Fabric with every order 
of cement. All permanent concrete needs good rein- 
forcement—that’s your chance to make a bonus profit. 
By selling American Welded Wire Fabric. American 
Welded Wire Fabric adds 30% to the strength of slab 
concrete. It’s a smart investment—your buyers want 
it. And it’s a good profit item for you. 

It’s easy to sell and we can help. A nationwide campaign 
is now promoting the sale of American Welded Wire 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Steel Division, San Francisco, Pacitic Coast Distributor 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors 
United States Stee! Export Company, Distributors Abroad 


Fabric. To generate local interest, American Steel & 
Wire will send you a free merchandising kit to help 
you tie-in with this campaign. This kit includes ad 
mats, brochures, and direct mail pieces. It will boost 
your sales of this quality reinforcement. Clip the 
coupon and send it in right now. 


USS and American are registered trademarks 


(iss) American Welded Wire Fabric 


American Steel & Wire 

Dept. 9236, Rockefeller Building 

Cleveland 13, Ohio 

Rush me a merchandising kit, today, that will help me make extra 
sales and extra profits on American Welded Wire Fabric. 
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press time 





SEE YOU IN CLEVELAND, NOV. 14-17... 


Frank Kellam 


Robert Dean 


Left to right: Investigator, financier, educator 


Mock “Senate Investigation’ 
At NRLDA Exposition 


Clinic on short-term credit, including home improvement 
financing, also announced for National Retail Lumber Dealers 


Exposition. 


WASHINGTON,  D.C.—Dealers 
attending the 1959 NRLDA Building 
Products Expositon in Cleveland, 
Nov. 14-17, will get a dramatic in- 
sight into the perplexing problems of 
distribution in this industry. 

A mock “Senate Investigation” will 
be staged with dealer William F. 
Foley of South Bend, Ind., as sena- 
ator-chairman of the Investigating 
Committee. 

Foley is secretary of the Belleville 
Lumber and Supply Co. which oper- 
ates 12 retail yards and also has 
wholesale and real estate interests. 

The marketing parody will be sim- 
ilar to the “Court of Personnel Rela- 
tions” which was an outstanding hit 
at the 1958 Exposition in Chicago. 

Credit session. Dealer Frank W. 
Kellam, Princess Anne, Va., has been 
named program chairman for a man- 
agement clinic on short-term credit. 

Special emphasis will be on home 
improvement financing, according to 
Kellam and Harris Mitchell, secre- 
tary-manager of the Virginia Building 
Material Association, who is program 
manager fdr this session. 
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Dealer panelists will include Earl 
Cox, O’Malley Lumber Co., Phoenix, 
Ariz.; Kenneth Brookhart, Brookhart 
Lumber Co., Colorado Springs, Colo. 
and Claude Hodges, Hodges Lumber 
Co., Roanoke, Va. 

Employe training. William Stine, 
Exposition program chairman, an- 
nounced that Robert A. Dean, Tra- 
verse City, Mich., will lead a dealer- 
manufacturer discussion of training 
programs, materials and __ services 
available from the industry’s suppliers. 

Training experts and dramatic skits 
will show how to make use of avail- 
able material. 

Dean is president of Red Mill Lum- 
ber Co., which regularly employs be- 
tween 50 and 55 people. He is the 
immediate past president of the Mich- 
igan Retail Lumber Dealers Associa- 
tion. 

In another Exposition announce- 
ment, general chairman Oertell Col- 
lins said that more shelter magazines 
are participating in this year’s show 
than ever before. These consumer 
magazines are American Home; Bet- 
ter Homes and Gardens; Every Wom- 


an's Family Circle; Good Housekeep- 
ing; House and Garden; Living for 
Young Homemakers; Parents’ Mag- 
azine; Popular Science Monthly; 
Saturday Evening Post. 

HOME Maintenance & Improve- 
ment, the consumer magazine mailed 
to customers by dealers, will intro- 
duce new a dealer selling program at 
the Exposition. 


New Hampshire Supermarket 
Opened by Diamond-Gardner 


DOVER, N. H.—A 22,000 sq. ft. 
lumber and building products store 
was Officially opened here last month 
by Diamond-Gardner Corp. 

The new selling center has a 3300 
sq. ft. showroom with a 4-aisle drive- 
through display area which runs back 
to sales counter and offices in rear. 
In addition there is a large storage 
shed. Both contractor and consumer 
trade will be served. 

New Hampshire Senate president 
Norman Packard was on hand with 
Dover’s mayor and Doris Harris, 
“Miss New Hampshire,” at the open- 
ing ceremonies. 

Diamond-Gardner Corp. owns and 
operates 29 building material outlets 
in New England. 


AWI Workshop Convention 


CHICAGO—More than 300 mem- 
bers of the Architectural Woodwork 
Institute will brush up on manage- 
ment methods at the 7th annual AWI 
Workshop meeting here, Oct. 13-16. 
“Blueprint for Progress” is the con- 
vention theme. 

Speakers will include D. Kenneth 
Sargent, dean of the School of Archi- 
tecture of Syracuse University and J. 
Stewart Stein, president of the Con- 
struction Specifications Institute. 

Seminars will cover promotion and 
selling, prefinishing, detailing and of- 
fices practices, cost estimating, school 
furniture and laboratory equipment. 

For more _ information, contact 
Architectural Woodwork _ Institute, 
332 S. Michigan Ave., Chicago 4, Il. 


Gas Appliance Boom 

Manufacturers of gas appliances 
now predict that 1959 unit sales will 
exceed those of 1958 by 10% and the 
1960 unit sales will be another 3.8% 
above this year. 
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Lumber Shortage Coming, Experts Predict 


Senate housing subcommittee also tcld that sawtimber is 
being cut faster than it is being grown. 


WASHINGTON, D.C.—Demand 
for lumber to go into new houses will 
be 50% greater in 1970 than it is now, 
and a shortage of supply will main- 
tain steady upward pressure on prices. 

This forecast for the next decade 
was given to the Senate housing sub- 
committee by two officials of Re- 
sources for the Future, Inc., a re- 
search group financed by the Ford 
Foundation. 

The spokesmen, associate director 
Joseph L. Fisher and economist Ed- 
ward Boorstein, also warned that saw- 
timber is being cut faster than it is 
being grown, and said something 
should be done about it. 

Their statement on the outlook for 
residential construction materials was 
part of the subcommittee’s study of 
mortgage credit to meet increased 
housing demand in the 1960's. 

The officials of the research group 
estimated that housing starts will ad- 
vance from 1.3 million this year to 
2.1 million in 1970. 

Summarizing the effect on lumber, 
they said: 

“Demand for lumber for housing 
will probably increase from about 


13.5 billion board feet in 1960 to 20 
billion by 1970. Taking also into ac- 
count increased requirements for oth- 
er uses, the total demand for lumber 
could easily rise from the 40 billion 
board feet level of recent years to 
about 50 billion by 1970—and in 
some years to substantially higher 
levels. 

“While it might be possible to in- 
crease net imports by 2 to 3 billion 
board feet, the bulk of the increase 
would have to be met from domestic 
output. 

“We believe the increase in lumber 
will tend to create a tight supply sit- 
uation, and that it may be difficult 
for residential construction to get all 
the lumber it could use.” 

Price rise. Because of the tight sup- 
ply, the statement said, lumber prices 
could rise 30% to 40% over a three- 
year period and add $300-$450 to the 
cost of an average home. 

Resources for the Future also esti- 
mated that demand for finished steel 
for residential construction will rise 
from recent annual levels of three 
million tons to four million tons by 
1970. 
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Demand for aluminum, it said, will 
jump sharply from 100 million pounds 
to possibly one billion pounds and in- 
creased use will “relieve somewhat” 
the pressure on lumber and other ma- 
terials. ; 

The witnesses told the Senate sub- 
committee that a recent survey by 
the Forest Service showed “we al- 
ready are and have been for some 
time cutting (sawtimber) beyond what 
can be sustained through growth.” 

They emphasized, however, that 
this applied only to sawtimber and 
not to the total supply of wood prod- 
ucts, including pulp and others. 

Warning that the sawtimber situa- 
tion is “critical,” they said: 

“We are relying now for a fair por- 
tion of our sawtimber upon cutting 
virgin forest lands, particularly in the 
Northwest. This comes to an end in 
the next couple of decades or so, to 
all intents and purposes. 

“Then we are much more likely to 
be up against it for sawtimber than 
we ever have been in our national his- 
tory. The meeting of that problem 
will depend on how successful we are 
in growing sawgrade timber in the 
South and other parts of the country. 

“But the view to the year 2000 
which the Forest Service takes in the 
recent book on future timber pro- 
duction in this country does not give 
much consolation.” 








CHAMPAIGN, ILL.—Many types 
of “building parts,” known as pre-as- 
sembled components, are used in a 
research-demonstration house under- 
way here as a joint project of the 
Douglas Fir Plywood Association, the 
Lumber Dealers Researcli Council and 
Plywood Fabricators, Inc. 

The 2,000 sq. ft. house is being built 
with rigid frame bents, fir plywood 
stressed skin panels, plywood box 
beams, plywood cathedral beams, a 
simplified box girder floor system, Lu- 
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Research House to Show Flexibility 
Of Lu-Re-Co Panels and Trusses 















Re-Co wall panels and Lu-Re-Co roof 
trusses. 

Ray Harrell, executive vice-president 
of Lu-Re-Co, said the house is de- 
signed to show how Lu-Re-Co panels 
and trusses can be combined with 
other components. “New components 
of plywood will add more flexibility 
of our modular construction. This will 
have more appeal, to builders and 
broaden markets for dealers,” he said. 

Components for the house were de- 
signed by David Countryman, DFPA’s 









chief of applied research, and will be 
fabricated by Walco Service, Inc., 
Chesterton, Ind. and Thompson Lum- 
ber Co., Champaign. 

The Walco firm sells its compo- 
nents through retail lumberyards. Wal- 
co was one of the first fabricators to 
sign up as a member of the newly 
formed Plywood Fabricators Service, 
a subsidiary of DFPA. 











“FLOATING”’ WALLBOARD in all interior 
wall and ceiling angles are recommend- 
ed by Gypsum Association to reduce or 
eliminate stress on wallboard at inter- 
sections. Certain nails are omitted, as 
shown in sketch of horizontal interior 
ceiling above. Specifications available 
from the Gypsum Association, 201 N. 
Wells St., Chicago 6, Ill. 
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METAL LATH PROSPECTS 
WILL BE HUNTING UP 
TRUSCON DEALERS 


co 


Metal Lath prospects will be hunting up Truscon 
Dealers... instead of the other way around when 
the big promotion gets under way on 


TRUSCON TRU-DIAMOND 
METAL LATH* 


242,000 mailings are going out to metal lath 
prospects — plastering contractors, builders, and 
architects. 

We will be glad to show you, too, the many 
product advantages of Tru-Diamond Metal Lath 
and other improved Metal Lath and Accessory 
products—we’re proud of them. 

Most important, if you’d like to be shown how 
you can make more money as a Truscon Dealer, 
we would like the opportunity. 


2k Sincerely, we do want you to know about this new 
lath—with no obligation on your part. 


REPUBLIC STEEL 


ZN cae DIVISION 





Youngstown 1, Ohio 


NAMES YOU CAN BUILD ON 
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Nix on Sunday Sales in Pennsylvania; 
Most Dealers Approve of New Law 


PHILADELPHIA—Gov. David L. 
Lawrence has signed into law the 
Sunday closing bill which stiffens pen- 
alties for sales of lumber and building 
materials on that day. Most dealers 
are glad he did it. 

The measure increases the fine 
from $4 to $100 for the first offense 
and to $200 for any subsequent of- 
fense committed within a year. The 
new law replaces a 1794 Blue Law 
which had the low $2 fine. 

A check with lumbermen around 
Philadelphia, where Sunday hours are 
most prevalent, reveals that many 
firms had adopted a 7-day business 
week simply to “meet competition.” 

That’s the story, for instance, told 
by Jack London, president of Lexing- 
ton (Pa.) Lumber Co. “We welcome 
the fact that we have to close on 
Sundays,” he said. “We only opened 
to meet competition from a new yard 
near us. We had to follow suit. We'll 
be glad to close.” 

Hillard Madway, co-owner, Ridge 
Pike Lumber Co., Inc., Conshohock- 
en, said: 

“Sunday has been an excellent day 
for us to do business. But we welcome 
the closing law with welcome arms. 
This will at least give us a chance to 
close one day a week. At present we 
are open seven days a week. 

“It will also enable us to have a 
full force on hand for some of the 
other days. Presently we have to thin 
out the staff because of the weekend 
hours. It will also make it easier to 
hire better help. 

“Most important, I don’t feel we 
will lose any business. We will prob- 
ably pick up our present Sunday cus- 
tomers on Saturdays. We may decide 
to open one evening a week. 

“Closing on Sundays will help out 
salary-wise. Now all yard help works 
at time and a half on Sundays.” 

Dick Pierce, office manager at De- 
von (Pa.) Building Supply, said the 
only reason his yard stayed open on 
Sundays was to help contractors who 
wanted to pick up loads that day. 
“We will be happy to close because 
of the law. I’m sure we won't lose 
customers. Now they know they won't 
get the materials on Sundays, so they'll 
have to shop another day,” he said. 

W. H. Kneas Lumber Co., Norris- 
town, is a typical yard which never 
went over to Sunday hours. Louis 
Mullin, manager, said: 

“Opening on Sundays is all wrong. 
Five and a half or six days of busi- 
ness is enough. I’ve never been able 
to understand why people had to do 
business on Sunday. I know most 
yards open on that day are open only 
to meet competition. I am very much 
in favor of the new Blue Laws.” 

But a few dealers fought the new 
law and still strongly feel they should 
have the right to conduct business on 
Sundays. “The law is unfair. It dis- 


criminates against too many people,” 
said Jerome Grunthalt, owner of 
Good Lumber & Millwork Co., Phil- 
adelphia. He explained: 

“There are religious groups that 
don’t observe Sunday as their day of 
worship. Also, under the law, some 
other types of businesses will still be 
allowed to operate. 


“From the point of view of the cus- 


tomer the law is unfair. Some of our 
customers have no other day to shop. 
They work on all the other days of 
the week. After all, our being open 
on Sundays came from requests by 
customers. We first opened on Sun- 
days about five years ago. Prior to that 
time we were closed. There were 
enough requests to persuade us to 
open on Sundays. 

“It is an excellent day to do busi- 
ness. It’s either as good or better, 
businesswise, than other days. Sun- 
days are basically cash and carry. 
When you are 100% cash and carry, 
there’s nothing sweeter than that.” 





One-Night Merchandising Courses 


DENVER, COLO.—Morce | than 
600 retail lumber dealers and _ their 
employes have attended 14 one-nighi 
refresher courses held in Colorado, 
New Mexico and Wyoming. 

The Mountain States Lumber Deal- 
ers Association sponsored the courses, 
which were given by Ray Emery, 
professor in the Department of Build- 
ing Industry, University of Denver. 

Norman Spear, president of Spear 
Lumber Co., Cheyenne, Wyo., and 
chairman of the association’s educa- 
tional committee, said the courses 
were conducted at the request of 
dealers. 

Subjects included selling methods, 
customer buying habits, job perform- 
ance, customer relations, use of 


PROF. RAY EMERY of University of Den- 
ver talks to lumber dealers. 


power equipment, making better use 
of selling tools, extra sales, today’s 
profit picture and what to do about it. 





Ad Campaign Pulls 5,000 Visitors 
To Open House in Town of 17,000 


TRAVERSE CITY, MICH. 
About 2,500 visitors were expected 
to attend a three-day anniversary open 
house at Red Mill Lumber Co. But 
more than twice that many came. 


Robert Dean, Sr., president of Red 
Mill, said it was without question 
“one of the most successful promo- 
tions we have ever had.” 

Dean gave much credit for the 
turnout to his advertising agency. 
The use of an agency to promote an 
open house is unique for lumber 
dealers in towns the size of Traverse 
City. 

The agency began a teaser cam- 
paign in the local paper two weeks 
prior to the open house. These were 
ads which simply used the figure “25” 
and drawing of a windmill. The 
“25” was a teaser about 25 prizes, 
each worth $25 in merchandise, 
which were awarded at the open 
house. Each teaser ad contained the 
brief message: “We're Celebrating. 
Please Join Us.” Classified ads used 
the same copy. 

Three days before the open house, 
a full page ad told complete details. 
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Art from the teaser campaign was 
used in the page ad so readers would 
recognize that this was the celebra- 
tion about which they had been teased. 

Radio interviews with good cus- 
tomers were taped ahead of time. 
These were played during the open 
house. 

Dean came up with a_ practical 
plan to mail embossed invitations to 
the celebration. To have the yard 
staff hand-address each envelope 
would have been almost an impossible 
task. So Dean had a women’s church 
group do the job for a small fee. 

The promotional flair of the Red 
Mill organization even extended to 
the refreshments. Visitors were treat- 
ed to cookies which were shaped like 
windmills! 

Such merchandising skills have 
been one reason for Red Mill Lum- 
ber’s steady growth in its 25 years. 
“We started with six employes. Now 
the number on our payroll is just 10 
times that many,” Dean said. The 
Michigan executive has just been 
named head of a management clinic 
on sales training at the NRLDA Ex- 
position in Cleveland, Nov. 14-17. 
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= PRO c [Je this exciting paneling 
“=~ PANELOK 
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The first new wall in years! The Panelok” wall with hidden support for shelves, racks, cabinets and 
other Adjust-A-Bilt* accessories which can be arranged to make a completely new wall in seconds 
—without harm to the surface! Panelok brings you the first opportunity in years to really sell your 
three major markets—new construction, remodeling, commercial—at a price that defies matching! 
And you profit not only on the initial wall panels but on built-in future sales of accessories, too. 

This exciting wall system that is capturing builder and consumer enthusiasm everywhere is 
yours to feature in 2’ x 8’ panels of smooth, tough Masonite® hardboard in the Royalcote® colors 
shown below, or unfinished ready for painting. 


beautiful wood-grain colors 


Here are rich, vibrant Royalcote walnut-grain tones tailored to bring new life to home or office. 
A coat of wax or clear lacquer will make them a permanent attraction in any room. 

Find out now about the terrific profit possibilities and the hard-hitting promotion package that 
await your first Panelok order. Call your Masonite wholesaler or representative, or write directly 
to Masonite Corporation, Dept. AL-914, Box 777, Chicago 90, IIl. 
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Royalcote Misty Walnut. A cool Royalcote Rosé Walnut. Rich in Royalcote Antique Walnut. For Royalcote Champagne Walnut. 
and elegant shade to comple- tone, it blends with Early the more traditionally minded. Light and sparkling, it sets the 
ment blond furnishings. American or Western motifs. Superb for an accent wall. mood for the relaxing hours. 


fd 
MASONITE 464 2iNp CORPORATION 


*Reg. T.M. U.S. Pat. Off. by L. A. Darling Co. ® Masonite Corporation—manufacturer of quality panel products 
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Dealer Protests Radio Statement About 
Spiraling’ Building Materials Costs 


When an insurance agency in Vero 
Beach, Fla., used the phrase, “spiral- 
ing costs of building supplies” in its 
radio commercial, dealer B. E. Sap- 
pington got his ire up. 

Sappington, of Crosby Building 
Supply Co., Vero Beach, wrote the 
following letter to Al Crawford, man- 
ager of the agency which produced 
the broadcast: 

“Dear Mr. Crawford: 
“We protest your selection of words, 


‘spiraling costs of building supplies’ 
which is directed toward our business. 

“There are many, many factors 
which make up the overall costs of 
building. The cost of financing has 
gone up, for instance. Not long ago 
the cost of construction loans in addi- 
tion to interest charges was a flat 1%; 
now it’s 2%. Contractors pay as much 
as 5% for construction money. An- 
other item is the discount. And labor 
and land are also big factors. All this 





‘THE WORKHORSE OF LIFT TRUCKS" 


Erickson is carefully building a sound, sub- 
stantial dealer organization in North America. 
Only experienced dealers are being selected— 
who will have Erickson Fork and Platform Lift 
Trucks on display; who will carry parts and 
be equipped to render a complete repair and 
maintenance service to all industrial truck users. 


The two Erickson Trucks shown here— Model 

FK-80 and Model F-4W—are very popular 

for lumber yard service. With large pneumatic 
~ tires and excellent balance, they are unexcelled 
@ for traction. 


Erickson’s unique design in sideshifters pro- 
duces no lost load center. Erickson trucks with 
sideshifter retain their full rated capacity. 


Write for catalog and name of 
your nearest Erickson sales- 


AN . 
\\ 
RAN 


parts-service headquarters. 


ERICKSON POWER LIFT TRUCKS, INC. 


267 St. Anthony Bivd. N. E., Minneapolis 18, Minn. 
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means that the overall selling price of 
the campleted house must be raised. 
“The majority of items we sell have 
not increased materially for over two 
years. Only when our costs go up, 
which include freight and increase 
labor charges, do our selling prices go 
up.” 
Sappington suggested that the agen- 
cy man revise the phrase. 


No Action on Proposal To 
Label Decorative Hardwood 


WASHINGTON, D. C.—Legisla- 
tion to require labeling of decorative 
hardwood or imitation hardwood 
products appears to have died quietly, 
again, in a Congressional committee 
after two days of public hearings. 

The Senate Interstate and Foreign 
Commerce Committee heard some 20 
witnesses and then recessed without 
taking any action. 

According to reliable reports, the 
bill probably never will get out of the 
committee. The measure has come up 
in previous sessions of the Congress 
but has never made much progress. 

Major support came from the Fine 
Hardwoods Association and the Har- 
wood Plywood Institute with opposi- 
tion from manufacturers and retailers 
of furniture and gypsum and_hard- 
board manufacturers. 

In another move of interest to 
dealers, the Senate Finance Commit- 
tee approved a bill to raise the tariff 
rate on all wood moulding imports to 
17% of value. Current combined duty 
and tax is $1 per thousand feet for 
most wood mouldings. 

The bill is subject to full House 
and Senate consideration and _ had 
little chance of approval this year. 

House and Senate Judiciary Com- 
mittees have approved bills to exempt 
from state taxation the income from 
sales by out-of-state firms. Though 
differing slightly, both are stop-gap 
measures to give the lawmakers more 
time to study the problem. 


Block Flooring Standards 


WASHINGTON, D. C.—A pro- 
posed Standard for laminated hard- 
wood block flooring was the subject 
of recent meetings by industry groups 
with the Commodity Standards Divi- 
sion, U. S. Dept. of Commerce. 

The proposed Standard establishes 
two grades, Prime and Standard, both 
in prefinished and unfinished. It 
would cover quality criteria for 
9”x9” blocks, t&g and also provide 
a method of labeling. 

A waterproof bond is required that 
will pass a one-hour boil test. 

The Hardwood Plywood Institute 
and the National Oak Flooring Manu- 
facturers Association are behind the 
proposal. Firms represented in devel- 
oping the standard are E. L. Bruce 
Co., Higgins Industries, Nickey Broth- 
ers, Inc., Perry County Plywood 
Corp.; Southern Plywoods, _Inc., 
Standard Plywoods, Inc. and Wood- 
Mosaic Co. 
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(On ime on FIRESTONED 


They cut costs on building materials deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 


And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


Copyright 1959, The Firestone Tire & Rubber Company 
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TRANSPORT SUPER ALL TRACTION 
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BETTER RUBBER FROM START TO FINISH 


23 








Rely on your AIM*...Thompson Lumber Company does... 
Lumber bundling cuts unloading time 50% 


Acme idea Man 
Jim Kelly helps 
many progressive 
companies solve 
material handling 
problems. 


Circle No. 16 on Handy Cover Card 


THOMPSON LUMBER COMPANY, MINNEAPOLIS, MINNESOTA, worked 
with their Acme Idea Man to develop a system for bundling lumber orders 
with Acme Steel Strapping. The result: important time and money saving 
benefits for both themselves and their customers. (Idea No. U5-5) 


Lumber orders, steel-strapped into tight, secure bundles cut yard 
handling time and reduce unloading time at the jobsite 50%. The time 
saved by this method has made possible up to 6 extra jobsite deliveries 
per day... an important advantage in providing better customer-service. 
Split roller-beds on trucks also allow delivery of two separate, steel- 
strapped orders on the same truck. 


Customers like these steel-strapped lumber orders, too. They are easier 
to handle on the jobsite, improve housekeeping, and virtually 
eliminate pilferage. 


*Rely on your Acme idea Man's experience in solving packaging and 
material handling problems. Write Dept. ABU-99, Acme Steel Products 
Division, Acme Steel Company, Chicago 27, Ill. In Canada, Acme Steel 
Company of Canada, Limited, 743 Warden Ave., Toronto 13, Ontario. 


aut STEEL STRAPPING 
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* Galen M. Thomas has been ap- 
pointed division sales manager of Kai- 
ser Gypsum Company’s new south- 
west division with headquarters in 
Albuquerque, N. M. 

* George W. French has been ap- 
pointed to the newly created post of 
marketing manager, Stanley Hard- 
ware, div. of The Stanley Works, 
New Britain, Conn. 

¢ Nelson B. Sherrill has been named 
general sales manager of Stanley 
Building Specialties of North Miami, 
Fla., a div. of The Stanley Works, 
New Britain, Conn. He succeeds Ben- 
jamin I. McGowan, Jr., who has 
resigned. 

¢.New regional sales managers re- 
cently named by Andersen Corpora- 
tion, Bayport, Minn., are: Harold 
Meissner, Memphis, Tenn.; Howard 
Hanson, San Francisco; Howard El- 
lingwood, Willernie, Minn.; George 
Hoel, Barberton, Ohio; Joe Rowland, 
East Longmeadow, Mass.; and Gerry 
Ludicke, Baltimore, Md. 

¢ The Black & Decker Mfg. Co., 
Towson, Md., announces the appoint- 
ment of G. Harvey Porter as advertis- 
ing manager of the company. He suc- 
ceeds J. F. Apsey, Jr., who has been 
appointed director, public relations. 
Donald F. Reno has been named 
assistant advertising manager, Black 
& Decker’s hardware div. 

* George D. Sudlow has been ap- 
pointed merchandise manager of Min- 
eral Wool Products by U. S. Gypsum 
Co., Chicago, Ill. 

¢ Gerald H. Griffin has been named 
sales manager of Kelly-Van Vleet, 
Inc., San Francisco. 


¢ Herbert H. Gottschall has been 
named manager, Morrison-Merrill & 
Co., Salt Lake City, Utah. 

¢ Atkins Saw Div., Borg-Warner 
Corp., Indianapolis, Ind., announces 
the promotion of Frank S. Sheppard 
rs sales manager, Atkins hardware 
iv. 


Bees ss 


Shortest Interview 


American Lumberman _ reporters 
constantly call dealers, distributors and 
builders to get the pulse of the industry 
on business trends and ideas. 

Most of the time, they are received 
with courtesy and 100% cooperation. 
But not always. 

When reporter William Rutledge 
called Vo-Vac Roof Structures of 
Compton, Calif., on a recent routine 
editorial assignment, an official of the 
company said: 

“To hell with the American Lum- 
berman. 1 don’t have to tell them my 
business.” 

Then he hung up, Rutledge report- 
ed, to make what was probably the 
shortest interview in A.L.’s history. 
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“Recent $14,000 contract is 
just one example of how our 
Yellow Pages ads work for us”’ 


says Gay E. Juban, Pres., Juban Lumber Co., Inc., 
Baton Rouge, Louisiana 


“We cater primarily to the retail trade. Paints, 
linoleum, roofing and building material make 
up a large part of our sales volume. That’s 
why the Yellow Pages does such a great job 
for us. Our numerous ads reach good prospects 
for everything we sell. Every business day, 
customers report that they found us through 
the Yellow Pages. 


“The Yellow Pages brings in trade business, 
too. Recently an out-of-town contractor gave 
us a $14,000 job as a result of our ad in the 
Yellow Pages. It’s easy to see why we couldn’t 
do without this business-building medium.” 


Tell people where to find what you have to 
offer by advertising in the Yellow Pages. 
That’s where they will find you FAST. The 
Yellow Pages man will gladly help you plan an 
appropriate AWHERENESS campaign. Call 
him at your local Bell telephone office today. 





15 DISPLAY ADS in the Yellow 
Pages (some of which are 
shown reduced) help keep Mr. 
Juban’s telephone busy with 
important new business for all 
his products and services. 
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COUNT Oh 
SHURE-SE. 


Drill 
Adapter 


Contractor Model 


R-275 
Consumer 


Mode! 


y 


en | 


Shure-Set’ 


Ramset Fastening System 


WINCHESTER-WESTERN Div. 
276-1 WINCHESTER AVENUE 
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sales-building 
tools for 
contractors and 
do-it-yourselfers 








The new name for profit and 
repeat business in alert building 
supply and lumber dealer circles 
is Shure-Set! A revolutionary 
hammer-in (no cartridge required) 
fastening tool with a multitude 

of uses, Shure-Set is the fast, 
easy way to set threaded studs 
or drive pins into concrete, 
masonry or thin metal. And once 
a tool is sold, you’re assured 

of rapid repeat orders for 
high-profit fasteners. 

The two models shown here, plus 
a compact series of austempered 
Shure-Set fasteners, provide 

the answer to contractors’ and 
home handymens’ light fastening 
problems. Get into the Shure-Set 
program for top profit on 
fastening business—write for 
complete information now! 


HAMMER-IN FASTENING TOOLS 


MADE BY 


OLIN MATHIESON CHEMICAL CORPORATION 


* NEW HAVEN 4, CONNECTICUT 





MANUEL CHAVEZ is one of five truck 
drivers using two-way radio at Atlantic 
Lumber Co., Bell, Calif. Two salesmen's 
cars are also radio-equipped. 


Two-Way Radio Benefits 
Save Time for Dealer 


Two-way radios installed in the cars 
of two outside salesmen and five 
trucks are cutting delivery time and 
speeding service for customers of the 
Atlantic Lumber Co., Bell, Calif. 

“When our salesmen need to check 
prices, they just go out to their car 
and phone the office in privacy,” ex- 
plained manager Dee Caspary, Jr. “We 
can also feed leads to our outside men 
while they are en route.” 

The two-way radio installations on 
the trucks, Caspary said, have elimi- 
nated wasted time on deliveries, since 
it’s possible to check addresses while 
a truck is enroute and notify the driv- 
er. Radio contact also saves extra runs 
to suppliers. 

The firm leases the two-way equip- 
ment at a cost of approximately $30 
monthly, including maintenance. It 
covers about a 30-mile radius. 

(For further information on dealer 
use of two-way radio, see special fea- 
ture in July 20th issue of American 
Lumberman.) 


Distributors Appointed 


* Wilson Plastics, Inc., Sandusky, 
Ohio, announces the appointment of 
seven new distributors for its complete 
line of plastic wall tile and accessory 
items. They are Busboom Bros., Oma- 
ha, Nebr.; Kenneth R. Fox, Inc., 
Lancaster, Penna.; Johnson Perrin, 
Inc., Ogden, Utah; Lee Distributing 
Co., Buffalo, N. Y.; Northeastern 
Warehouses, Claremont, N. H.; Tri- 
State Wholesale Supply, Lewiston, Ida.; 
and Western Equipment Co., Salt Lake 
City, Utah. 

¢ Three new distributors of Ply-Gems 
have been appointed by Industrial Ply- 
wood Co., Jamaica, N. Y. They are 
Wetmore, Inc., Burlington, Vt.; W. A. 
Wilson & Sons, Wheeling, W. Va., 
and American Sash & Door Co., 
Toledo, Ohio. 

* North Brothers, Inc., Atlanta, Ga., 
has been named as distributor of the 
Filon Plastics Corporation’s complete 
line of fiberglass reinforced panels. 
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YOU ARE CORDIALLY INVITED TO 
ATTEND THE 14TH ANNUAL 


ational 
Horudware Show 


including the 
LAWN, GARDEN & OUTDOOR LIVING DIVISION 


at the COLISEUM in NEW YORK 
Sept. 28 thru Oct. 2 


for the trade only 








Join the more than 40,000 buyers who annually make their 
pilgrimage to the merchandising Mecca for hardware, 
housewares and allied items ... lawn, garden and outdoor 
living products. See tomorrow's products and packaging 
... learn about the promotions and profit-offerings of more 
than 1,000 manufacturers. Plan now to go to the show 

all buyers know . . . the most complete and diversified trade 
show in America. Fill out and mail the coupon today for 
your free badge of admission. 


ee ee re ee 


NATIONAL HARDWARE SHOW 


x 
Ss) e I suite 1103, 331 Madison Ave., New York 17, N.Y. 
Please check below if you wish us to make hotel reservations for you, 
y, (Please Print) 
u [ NAME TITLE 


! 

I ! 

FIRM ! 

| 

| city STATE 

how. j TYPE OF BUSINESS 
1 Please check below the classification of your business. | 

| | 

I | 

4 I 

















STREET 

| Wholesaler |] Retoiler {_}] Dept. & Chain Store Buyer 
[_] Importer-Exportet [_] Mfgrs: Agent [ ] Manufacturer [| Other 
|_] Please send us your hotel reservation blank. 


Executive Offices: 331 Madison Avenue 


New York 17, N. Y., MUrray Hill 2-4802 : 
Minors under 18 yrs. of age will not be admitted under any circumstances. 


eee ee ce co Re em eee ee NY CED moe SE ee wis cen Geom tin MeN ee erm lee ate 
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FACTORY-BUILT precut home erected by Green Bros. Lumber Co., Blockville, N. Y. 
"We make our 5%, net on selling this house even though nothing comes from our own 


yard,” says lumberman Lowell Green. 


Precut Firm Seeks Lumberyard Sales 


PITTSBURGH, PENNA.—Lum- 
beryards are being sought this Fall as 
manufactured home dealers by Amer- 
ican Pre-fabs, Inc. of this city. The 
firm’s plant is at Perryopolis, Penna. 
Its precut homes are sold under the 
brand, “American-Built.” The com- 
pany emphasizes its homes are of con- 
ventional construction and are not 
pre-assembled prefabs. 

“At least 15% of our present 
dealers are retail lumberyards,” re- 
ports Daniel Yamshon, president. 

“We like the business,” comments 
lumber dealer Lowell Green who has 
had an American Pre-Fabs franchise 
since early 1959. He is manager of 
Green Bros. Lumber Corp., Block- 
ville, N. Y. 


Green says he sold one American- 
Built house even before he got his 
model house completed, and since 
then has sold five more. This took 
place in about four months. 

“We took on American-Built homes 
to help us combat competition from 
prefabs and precut operations in our 
area,” Green explained. “We felt we 
were on the outside in house selling. 
We never saw the owner of the house, 
dealt only with contractors on a price 
basis. This way, we're selling houses, 
not just bidding on material sales. 

“We are simply getting the building 
materials in a somewhat different 
form than piece by piece as we nor- 
mally do in the lumberyard. We make 
our planned-for 5% net profit on the 





OF DURABLE 
ACRYLIC PLASTIC 


FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company .. . 
Your Products . . . Your Service? The sign on your building is 
your “business card” to potential customers. No matter what you 
make or sell—a good front is an important business asset . . . and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 


nations to choose from. 


Send Coupon for 
Mlustrated Bulletin 


Find out how you can identify your 
business with colorful Plasticles 
Sign Letters. Guaranteed not to 
fade, chip or crack. Get complete 
information on “what to look for 


when buying sign letters.” City. 


Name 


r 
PLASTICLES CORPORATION 
14583 SCHAEFER ROAD - 
Mail Illustrated Sign Bulletin to... 


DETROIT 27, MICH. 





Address 





Zone. State 





omemes REPRESENTATIVES IN PRINCIPAL CITIES ===’ 
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sale of the American-Built package, 
something it’s hard to do in meeting 
competitive materials bids.” 

Model home required. Lumber 
dealers holding an American Pre-Fabs 
franchise are required to erect and 
maintain a model home. Dealer Green 
reports he has $18,000 invested in 
his, including the lot. 

hen a sale is made, American 
Pre-Fabs’ own _ construction crew 
comes with the truckload of house 
parts and erects the house shell on a 
foundation supplied by the owner. 
Finishing details normally are taken 
care of by the owner, although mate- 
rials for finishing are a part of the 
package the lumberyard sells. The 
local franchise-holding lumberyard 
has no opportunity to sell any materi- 
als out of his yard for the house job; 
all items, even nails and paint brushes, 
come from American. 

Financing available. If the lumber 
dealer has no available mortgage 
money locally with which owners 
may finance their homes, American 
Pre-Fabs can supply money to fill the 
gap. This financing is based on free 
and clear ownership of a building site 
by the house buyer. 

“We have worked out a 17-year 
mortgage plan with a mortgage in- 
vestment company,” reports W. G. 
Conroy, sales manager of American 
Pre-Fabs. In Green’s case, local mort- 
gage money sources are available. 

Lower operating cost. “We take 
from the dealer’s shoulders much of 
his cost,” Conroy says. “For example, 
he doesn’t have to inventory anything 
for our homes, nor does he have any 
handling or delivery costs. The deal- 
er’s normal lumber and building mate- 
rials business is undisturbed. 

“Before the model house is com- 
pleted we help train the lumberyard’s 
sales force to sell houses, help set up 
the model home’s grand opening and 
pay for it, and supplement the dealer’s 
own salesmen with our own during 
this busy time.” 

House prices range from $6,850 to 
$17,400. Eleven of the 20 stock de- 
signs require no down payment from 
the buyer who has a free and clear 
lot. Labor cost is included in the basic 
shell package, to which is added the 
cost of finishing materials but no 
labor. The finishing package includes 
electrical, plumbing and heating equip- 
ment, not installed, in addition to trim, 
paint, flooring, etc. Also included in 
the price is fire insurance, closing 
costs for the loan, all necessary blue 
prints, and a two-year guarantee on 
all materials and workmanship. 


Distributors Announced 


¢ Mastic Tile Corp. of America, 
Vails Gate, N. Y., has named Roberts 
Wholesale Co., Wheeling, W. Va., as 
its distributor of Matico vinyl-asbestos 
tile in the eastern div. 

¢ Azrock Floor Products Div, Uv- 
alde Rock Asphalt Co., San Antonio, 
Tex., has named Central Cooperatives, 
Inc., Superior, Wis., a distributor of 
its floor products. 
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FASTER KITCHEN SALES ARE YOURS... 


with the line where the quality shows— 





INSIDE AND OUT NEVAMAR SURFACES MAKE THE DIFFERENCE 


You'll close kitchen sales in record time when your customers 
see the quality built into these glamour kitchens. Clean, pre- 
cision styling, countless work-saving features and lustrous 
NEVAMAR surfaces inside and out will charm the most 
discriminating buyer. 


And NEVAMAR carefree KITCHENS 
") eoemuaas 19 eoubren mt provide a wide choice of merchandis- 


D WITHSTANOS BOILING WATER 
"ine wastns beset ing aids to make selling even easier. 
> WONT CRAZE. CRACK OF 
PEEL IN HORMAL USE 


Smee w » wor arrecrc a acon0. Write Dept. AL-9 for a free copy 


ORDINARY IK... OR TIME 
Good Housekeeping EASY TO CLEAN of the latest color brochure. 
22745 aoveanstd with? 


KITCHENS, INC. 


ODENTON, MARYLAND 
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EFFECTIVENESS of Minilith-treated lumber in halting fire spread is seen in these two 
“attic corner” structures. The one at the right is built of the pressure-treated wood, 
at the left is regular yard stock lumber. Both structures were ignited by a quart of 
gasoline in a pan of waste. Picture was made 10 minutes after the fires were lighted. 


Flameproof Lumber Performs for Dealers 


MINNEAPOLIS—Firemen made 
a business call the other day at the 
G. M. Stewart Lumber Co. here. But 
instead of putting out a fire, they 
watched it burn and ogled a pretty 
girl instead. 

To climax these strange events, the 
pretty blonde, dressed in an abbre- 
viated play suit, sat on top of the fire 
and smiled prettily, separated from it 
only by %” of fir plywood. 

The point of all this was the intro- 
duction of a local supply source of 
Minilith flameproofed lumber and 
plywood. G. M. Stewart Lumber Co. 
has installed a new pressure treating 
plant at its Johnson St. yard where 
the treatment process will be done. 
Output of the plan will be available 
to the firm’s Minnesota and Wiscon- 
sin retail lumberyard customers. 

In addition to the flameproofing 
process, Stewart Lumber also will 
pressure-treat lumber against rot, in- 
sects and decay. This wood preserva- 
tive treatment will be available in both 
penta and Wolman processes. These 
three processes are claimed to be 
clean and odorless, giving lumber that 
is paintable and glueable. 

The three processes being offered 
by Stewart Lumber are well known 
and time-proven in heavy industry. In 
the past, however, it has been diffi- 
cult for lumberyards to supply pres- 
sure treated lumber, other than posts 
and poles, because of limited supply 
sources, 

“For most yards it is impractical 
to buy a full carload of pressure- 
treated lumber,” says James Stewart, 
president of the Minneapolis firm. 

“However, every yard has a mar- 
ket for Icl quantities of treated lum- 
ber for sill plates, joists over crawl 
spaces, barn splash boards and other 
uses where the lumber is in contact 
with ground moisture or subject to 
continuous dampness. 

“In addition, flameproofed lumber 
and plywood opens up markets in 


30 


buildings where combustibility is not 
permitted,” he adds. 

Officials view test. On hand for the 
demonstration were fire and building 
inspectors, architects, engineers and 
government officials of the Minneap- 
olis-St. Paul metropolitan area. The 
event followed closely a recent state- 
wide fire prevention conference on 
fire safety in schools, a St. Paul city 
campaign against termites, carpenter 
beetles and powder post beetles, plus 
a recent disastrous hotel fire at St. 
Paul in which several people lost their 
lives. 

“We are showing what the lumber 
industry is doing to solve these prob- 
lems and prevent loss,” lumberman 
Stewart says. 

Markets available to lumberyards 
with flameproofed wood are sug- 
gested by the fact that Stewart Lum- 
ber’s flameproofed plywood is being 
used as paneling in parts of the Twin 
Cities’ $1.6 million addition to Dea- 


coness Hospital, construction in which 
absolute fire safety is required, Stew- 
art pointed out. 

Available to dealers. Within the 
Twin Cities area Stewart Lumber sells 
primarily at retail, with a few whole- 
sale-type sales. Outside this area the 
firm devotes itself to wholesale sup- 
ply of retail yards. Dealers can ob- 
tain small-lot service on their treated 
lumber orders, Stewart Lumber offi- 
cials say. It is planned to aid dealers 
in developing local market demand 
for the treated wood. 

“Our plant will be a money-saver 
for carload buyers of treated lumber, 
too,” explains Gordon R. Miller, Stew- 
art Lumber’s sales vice-president. 

“We can pressure-treat carload lum- 
ber on a milling-in-transit basis here, 
thus saving a dealer extra freight costs 
from the west coast, for treated lumber 
is heavier than the untreated product.” 


IT’S HOT UNDER THERE, but the panel 
of flameproofed plywood protects model 
Jean Olander. She stayed cool as the 
95° Minneapolis day permitted. Lumber- 
man Jim Stewart here checks to see if 
she’s cooked yet. The plywood was only 
scorched, never flamed. 





Teamsters Win Most 


NEW YORK—tThe Teamster’s 
strike against members of the New 
York Lumber Trade Association was 
terminated on Friday, Aug. 21. 


Largely the unions were victorious, 
securing all their demands for wages, 
combined fringe benefits and vaca- 
tions. 

However, the Association’s negoti- 
ators were able to hold the line on 
two of the most onerous demands of 
the lumber handler’s union: union re- 
cruitment of white-collar and sales 
personnel and an increase in severance 
pay. 

The New York Lumber Trade As- 
sociation was the negotiating agency 
for management, retaining Sidney O. 
Raphael as consultant. A committee 
representing 22 firms laid policy, ac- 
cording to Tom Duggan of the New 


New York Demands 


York Lumber Trade Journal. More 
than 50 yards were closed during the 
four-day period. 

On the fourth day, Local 282 
(drivers) agreed to sign with the New 
York Lumber Trade Association at 25 
cents wage increase if the Association- 
lodged unfair labor practices charges 
were quashed. (The Association had 
charged the union with unfair practices 
in considering the irregular offer of 
two individuals on July 2.) It was 
agreed. 

Local 1205 (handlers) then agreed 
to eliminate the white collar and 
severance pay demands. 

The Association agreed to the 
union’s “hot cargo” provisions. It 
was pointed out that pending Federal 
labor legislation will eliminate sec- 
onary boycotts and therefore will void 
all “hot cargo” clauses. 
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ded OTO- Mi OWER 
SNOW-THROWER 


SUGGESTED 
LIST PRICE 


REVERSIBLE CHUTE THROWS 
SNOW UP TO 16 FEET 
TO RIGHT OR LEFT! 


Look at This Line-up 
of Selling Features 


Cuts a full 15” path wherever operator can 
go. Throws snow up to 16’. 


Removes heavy snow...even when packed. 
Clears walks, driveways, even parking lots. 


Convenient 3-position front wheel height 


adjustment. HE HOTTEST COLD WEATHER 


Reversible chute controlled by lever at 


handle throws snow either right or left. 


Selective engine speed control conven- 
iently located on sturdy, loop-type chrome 
handle. 


Big 3% h.p. 4 cycle Engine with Cast Iron 


Cylinder Sleeve. Recoil starter on engine. 


Heavy-duty 8” diamond tread tires for 
extra traction, easy handling. 


Rugged, dependable, chain-drivenimpeller. 


PROFIT MAKER YOU'VE EVER SOLD 


Here’s the most versatile snow remover ever built... 
backed by the Moto-Mower name and reputation 
for quality. It’s sturdy, powerful . . . scientifically 
designed by automotive-trained engineers to chew 
into the toughest packed snow . . . wet slushy snow 
and dry snow are handled with ease. Every one who 
owns—or needs—a snow shovel is a prospect. Place 
your order now . . . pile up extra profits this winter. 


SEE YOUR DISTRIBUTOR—OR WRITE FOR COMPLETE INFORMATION 
Visit Our Booth 743 « National Hardware Show « September 25— October 2 


‘MOTO-MOWER, Inc. RICHMOND, INDIANA 
i, SUBSIDIARY OF DURA CORPORATION (FORMERLY DETROIT HARVESTER COMPANY) 
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Opportunity beckons for the one-stop retailer 


The Great 


home improvement 


selling guide U Nn SO : CO} 


Homelmprovement 


Market 


ready for youto sell it 


REMODEL 
& REPAIR 


$69 Billion 
Potential 
Market 


Ww ME 5 (40 million units need impovement) 


$18 BILLION VALUE 
(1.3 million units typical yeor) 


"he figure at left above is the estimated dollar figure for 1959 new home construction. 
(in the next few years the expenditure for new homes will probably be slightly higher than 
$18 billion annually.) 

The home improvement figure is the estimated backlog of home improvement expenditures, 
based on 40 million homes which could be modernized, repaired or expanded. About $16 
billion of the $69 billion backlog will probably be tapped this year. But at the same time 
there will be a developing market during the year which will exceed the $16 billion. 
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HE STORY of the home improvement mar- 
ket could be called a modern version of 
Cinderella. 

The new home building market has been 
babied, cooed over and finally enshrined in a 
castle called the National Housing Center 
(NAHB) in Washington, D.C. Home improve- 
ment, by way of contrast, has been the poor 
relation—abused, neglected, dominated at times 
by shady characters. 

But the picture is changing. Cinderella (Home 
Improvement) is going to the ball. She’s being 
courted by Hard Cash, a prince of a fellow. 

Experts say that $18 to $20 billion will be 
spent for home improvements this year. This is 
more volume than spent for new homes. The gap 
between the two markets will widen further in 
the years ahead. 

Most remodeling business to date has been 
customer-inspired. You don’t sell a job when 
the homeowner comes in with a rough sketch in 
his hand after an addition to his family. This is 
simply a service function, turning the sketch or 
idea into a plan, estimating and arranging for 
mechanics. It takes skill, but not salesmanship. 

While $18 billion for remodeling is a lot of 
money, it’s nothing to what it could be if real 
selling was practiced. 

This country has over 50 million existing 
homes. About 40 million of these are targets for 
improvement. A study of these houses shows that 
right now each of them would require about 
$1,728, labor and material, to put them in fair 
condition or to enlarge them to meet family 
growth. Multiply 40 million homes by $1,728 
and you get over $69 billion—the backlog now 
available for home improvement. In addition, 
each year more homes come into the market for 
needed repairs and improvement, a developing 
market of $16 billion more. 

If these figures seem far-fetched, reflect upon 
your own town. Are you proud of your role in 
keeping up local homes? Remember that govern- 
ment figures show 37% of our homes are sub- 
standard. The Russians must laugh at our egotism 
at times. 

Overcoming problems. There are many reasons 
advanced to show why this great potential mar- 
ket is not sold. One of the most popular excuses, 
especially after World War II, was the shortage 
of materials. But now capacity will permit 1.6 
or 2.2 million new homes yearly without diffi- 
culty, with plenty left for home improvement. 

Then there’s the problem of enough mechanics 
for more remodeling. There is still no ready 
answer to this problem. But it is evident that the 


Dealer Sales Control (SEE PAGE 5) 


growth of  prefabrication, wall components, 
trusses and other factory-made elements is al- 
ready reducing man hours on the new construc- 
tion job. Wider use of factory-finished materials 
will cut time at the job site. These trends will 
free many qualified workmen for remodeling. 

The growing competitive pressure on the small 
home builder also can benefit the home improve- 
ment business. Some custom contractors find it 
increasingly difficult to make a profit in the face 
of bigger builders and fabrication techniques. It 
is really a service to encourage many builders 
in this volume bracket to try packaged home 
improvement, with control of sales by the dealer. 

The public now wants and buys substantial 
home improvements on a packaged basis. Whole- 
house jobs may hit $10,000 to $15,000. Kitchens 
run $4,000 to $5,000 and more. One dealer 
actively converts one-story ranch homes to tri- 
levels—a sweet bill of materials at a long profit. 
The small home builder can fit into this market, 
especially if the dealer handles the sales manage- 
ment. 

Dealer control. A continuing series of articles 
in American Lumberman this year has shown 
how dealers control the sale of materials for new 
homes through land control, building services, 
financing, etc. A symbol for this management 
technique is the A.L. insignia, “DSC” (Dealer 
Sales Control). 

If DSC makes sense for home building, it has 
even stronger merit for home improvement. 

Home building is entrenched and competitive. 
Dealers are cracking it, but only by great force 
and effort. Home improvement, on the other 
hand, is still a soft and fertile field. The retailer 
who takes steps now can dominate, build a 
reputation as headquarters for remodeling in his 
community. 

Through strong DSC, wherein the dealer sells 
the home improvement on a_ packaged basis, 
enough profit can be made to solve the biggest 
problem of this market—the supply of good 
salesmen. 

How to do it. As the many articles on the 
following pages testify, one way to tap the great 
home improvement potential is to create a 
separate department, often physically sevarate 
from the existing yard, with an intact staff and 
separate cost controls. 

There have been more of these “departments” 
set up by lumber dealers in the past year than at 
any time in the industry’s history. This merchan- 
dising report shows you some of the dealer sales 
successes in the big home improvement field. 


The Editors 
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PART | — PACKAGE SELLING AND ONE-STOP HOME IMPROVEMENT SERVICE 


a aaa sain an Pe 
HOME 


: a IMPROVEMENT 


NEW HOME IMPROVEMENT STORE occupies a remodeled office building. 
Plenty of additional parking space is available on warehouse side. 


Pilot Home Improvement Store 


New store, exclusively for home maintenance and home im- 
provement needs, is opened by 93-year-old Henrich Lumber, 
Inc. First unit in possible chain to serve needs of Buffalo, N. Y. 
area people has high percentage of cash business. 


HEN a 93-year-old lumber firm 

decides to get into the home 
improvement field with both feet-— 
that’s news. More newsworthy is the 
reason why. 

Henrich Lumber has been serving 
the needs of contractors, home build- 
ers and industrial accounts in the 
Buffalo, N. Y. area for almost a 
century. Their shop has long been 
famous for fine millwork for home 
and office. 
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Only about 10% of their volume 
could be tagged consumer or home 
improvement—until last April, when 
they opened their Home Improve- 
ment Store. A careful study of mar- 
keting changes in building materials 
and consumer buying habits convinced 
president William Henrich that more 
emphasis on consumer sales could be 
a profitable move. 

“Studies over the past 10 years 
show that the consumer is buying a 


larger share of the overall building 
materials volume,” said Henrich. “We 
saw sO many customers who appeared 
lost or confused over the perplexing 
problem of getting the whole job done 
that we decided to take it over. We 
used to refer these jobs to contractors 
and if the customer wasn’t taken care 
of properly, he was annoyed with us.” 

Long-range program. Based on the 
success of the pilot store—and early 
response has been good—Henrich may 
spot other home improvement stores 
around the Buffalo area. 

Because of congested traffic and 
travel time, a good chunk of his 
advertising dollar is going down the 
drain, fears Henrich, because his ads 
are being read by people who won't 
fight cross-town traffic to make a 
purchase. If these same potential cus- 

(continued on page 36) 
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Displays for Big-Tickets 


PENINSULAR KITCHEN display 
shows off two models in com- 
pact space, aimed at package 
service. Free product literature 
(right) is on perforated board 
with large sign above that pro- 
motes home improvement idea. 





And Self-Service for Hardware, Paints, Electrical 





THE ONE-STOP home improvement center at Hen- 
rich’s includes complete tools and hardware depart- 
ments on self-selection basis. Electrical, paints and 
wall tile displays are all designed for home handy- 
man over-counter-sales—as well as impulse sales to 
big-ticket shopper. 


ad 
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PILOT HOME IMPROVEMENT STORE 


(begins on page 34) 





tomers can drive 10-15 minutes and 
find ample parking space, he reasons 
they will support an additional home 
improvement store. 


Henrich’s first Home Improvement 
Store is a remodeled office building 
(77’ x 42’) on a six-acre site, which 
will become headquarters this fall for 
the entire Henrich Lumber Co. oper- 
ation. Professional merchandising ad- 
vice was secured in choosing the prod- 
ucts to be displayed and sold. 


Staffed by five men, who can do 
outside estimating, the store displays 
the following products and big-ticket 
packages: two complete kitchens; 
paints and paint accessories; lighting 
fixtures; floor and wall tile; cabinet, 
shelf, household and miscellaneous 
hardware; screen wire; hand tools and 
garden tools; mirrors; closet acces- 
sories; unpainted furniture; wallpaper 
books. 


Racks of free literature line almost 
one complete wall under a “Home 
Improvement Area” sign. Adjoining 
is a customer’s lounge where plan 
books and literature can be studied in 
a home-like atmosphere. 


_“We estimate that 25% of the people 
visiting us for the first time don’t buy,” 


said store manager Clarence M. Pierce. 
“We try to give them as much in- 
formation as possible to answer their 
needs.” 


Pierce estimates that not more than 
25 people raised the price question in 
the first five months. Henrich ads, 
which are designed and laid out by 
an agency, do not stress price, fre- 
quently don’t mention it at all. They 
emphasize quality, convenience, con- 
fidence and guarantee. 


Educational advertising. Many of 
Henrich ads have a definite consumer 
educational slant. Such ads have been 
titled “How to Buy Lumber and Ply- 
wood”; “How to Go New Kitchen 
Shopping”; “How to Shop for All 
Your Home Improvement Needs”; 
“How to Shop for a New Family 
Room.” These ads highlight each pro- 
ject for the prospect, step-by-step, em- 
phasizing shopping convenience, in- 
ventory selection and four available 
credit plans. Free delivery is offered 
on purchases exceeding $10. 


Credit cards. Henrich started issu- 
ing their own credit cards this year. 
Blue cards indicate that the holders 
are eligible for the budget plan, white 
cards for the 30-day plan. Card- 


holders not only find that Henrich 
cards give them credit status, but 
speeds up their shopping time as well. 
These cards have also increased shop- 
ping by phone. Cards are good as 
long as the holder pays his bills. 


Various credit plans, Henrich be- 
lieves, are one way to combat cash- 
and-carry, which is spreading in the 
Buffalo area. One sidelight: 30% of 
the business in the first five months 
was for cash. 


Self-service yard. Both store and 
yard items are displayed and priced 
for self-service. Every bin is clearly 
marked as to species or material, 
dimension and price. 


Housekeeping is first-class. Bins are 
constantly being replenished and items 
price-marked. To eliminate customer 
confusion over national lumber sizes, 
a posted list (typed and plastic-pro- 
tected) is affixed at the end of each 
bin, giving the actual size of dressed 
lumber. 

Here again, early experience has 
shown that homeowners do not com- 
plain over somewhat higher prices 
than elsewhere if the item is exactly 
what they want. 


Goal: big tickets. Kitchens and 


Self-Service Bins Build Traffic for Big-Tickets 


aut 


CUSTOMERS DRIVE directly to open shed with bins clearly identified. Piece- 
pricing is featured. Each bin has a number. 
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VERTICAL BINS used for Masonite and 
plywood. 
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SERVICE THEME is carried out at Home Improvement Center in 
special area for handyman cutting. Dealer charges 10¢ each cut. 


ong sales are among Henrich’s 
ig ticket sales goals. They sell the 
complete job, but sub the labor, using 
a selected list of contractors. 


“We've had a constant backlog of 
good inquiries,” remarked Pierce. 


The millwork division frequent]y 
supplies matching moldings, _ stairs, 
countertops and builtin appliances for 
home improvement packages. 


CLOSEUP of bins. Note special sign which 


warns consumers about lumber sizes. 
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Home improvement sales are on a 
salary-commission schedule with a 
commission of 3% of the retail price 
of the job. 

Manager Pierce believes that a 
successful Home Improvement Store is 
dependent on two sources of income: 
first, supplying essential items for 
home maintenance; second, selling big 
ticket remodeling packages, each pro- 
moted in a separate store area. 


SIGNING is easy to see and understand 
for the handyman. 
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GE How To Go 


NEW - KITCHEN 


selection of seven charming natural wood finishes at mast 
Production prices. 


= will get the right information and sound adv 
Henrich, t 


7 are yours without charge at 
fh Home | Improw emer Store. 


enjoy guaranteed 
satisfaction 

All Henrich Kitchens*are installed by skilled 
mechanics under close supervision The fe 


mous Henrich Guarantee covers al! materia! 
and wotmansilp 10 | inaure the “best buy 


Store Hours: 8:30-5:00, Mon.-Set 
Ample Parking 


HOME IMPROVEMENT STORE 
465 Cornwall Ave., off Delavan Phone AT. 6800 














INFORMATIVE CONSUMER ADS give 
customers helpful background in 
shopping for kitchens, family rooms 
and home maintenance. These are run 
as weekly series. Separate series fea- 
ture work done by Henrich millwork 
department. 





(iss) Steel Strapping tools that supervise themselves .. . 


correct tension every time — blindfolded! 


Complete Strapping Service 
eStrapping ¢ Tools ¢ Technical Assistance 


U.S. Steel Supply Division 
U.S. Steel Corporation 
208 South LaSalle Street, Chicago 4, Illinois 


Please send me further information about the 62 Stretcher and the 67 Sealer, 
Name 

Company 

Address 


City Zone State 


How does he know when the correct tension 
has been reached? The 62 Stretcher tells him 
so—with a loud “click.”’ In the handle of the 
stretcher is a set screw. The operator (or his 
supervisor) pre-sets it to the tension he wants, 
and from then on he just listens for the ‘‘click.”’ 
There is no guesswork, no uncertainty, no 
difference in tension from strap to strap, no 
variation from operator to operator. The ten- 
sion on your lumber packages is always exactly 
right, and every strap carries its fair share of 
the load. 


Tying is faster, better. Packages are safer, 
stronger. 


A perfect seal every time — automatically! 


With the 67 Sealer, it is impossible to “half 
seal’’ or apply a “low efficiency” seal. Once you 
start the sealing motion, you have to carry it 
all the way through. The sealer cannot be re- 
moved until the perfect seal is made. So no 
supervision is necessary. You can’t make a 
mistake with the 67 Sealer. 

Sealed joints are 95% to 100% efficient, be- 
cause the 67 Sealer makes an interlock seal 
joint. Thus the strapping is not cut or nicked. 
It retains practically all its tensile strength. 

Tying costs less, too. Since the interlock 
seal does not weaken the strapping, it is often 
possible to use a narrower, lighter-weight, lower- 
cost strap than with a cut type sealer. 

Put the USS “‘self supervising tools’”’ to work 
for you. Do a faster, better job at lower cost. 
Return the coupon for full details. 


USS is a registered trademark 


U. S. Steel Supply 
Division of 
United States Steel 


Steel Service Centers and 
Complete Steel Strapping Service Coast to Coast 
U. S. Steel Strapping formerly Gerrard Strapping 
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This imaginative Simpson Redwood 


setting is featured in full page 


national magazine advertisements 


La Honda 


eo 
SIMPSON REDWOOD THIN PANELING 
SOLID REDWOOD WITH T&G EDGES 
SURPRISINGLY LOW IN PRICE! 


Another new product developed by Simpson research 





SIMPSON LA HONDA REDWOOD PANELING IS 
PACKAGED FOR PROFITABLE SALES TO BOTH 
BUILDER AND DO-IT-YOURSELF CUSTOMERS! 


Consistent national advertising, plus recognition as 
“America’s most treasured wood,’’ makes redwood 
a customer favorite . . . and easier to sell. Kiln dried 
Simpson La Honda redwood paneling is packaged 
for convenience to you and your customers. A de 
signer-planned assortment of top grades in flat and 
vertical grains, one side surfaced —the other resawn, 
provides rich, contrasting textures. Available in 8’ 
lengths with no more than two layers of nested 
shorts in each dust-tite package. Sizes are 34” nomi 
nal thickness in 4”, 6” or 8” widths. See your 
Lumber Distributor for details. Mail coupon on 
fourth page of this insert for further information 
about La Honda Redwood paneling. Simpson Red 
wood Company, Arcata, California. 
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Repaintability of deep-fissured 
Forestone gives you extra sales appeal. 


Today... five years from now... anytime—your customers can 
repaint Forestone’s* attractive off-white factory finish any color 
and still retain permanent deep-fissured beauty and high acoustical 
efficiency. You can boost acoustical tile sales by emphasizing the 
unique, long-range decorative advantage Forestone offers. 


Other Forestone benefits: Absorbs up to 70% of the sound that 
strikes it. Termite and decay protection by exclusive Biotox process. 
Initial cost compares with other woodfiber acoustical tiles. Sizes 

for all installations. See your Lumber Distributor soon for full details. 
Simpson Logging Company, Shelton, Washington 


RELY ON 


Mail coupon on back of next page for free 
Acoustical-Insulating Board Catalog. 


*Reg. U. S. Pat. Off.—U. S. Pat. No. 2,791,289 
The original fissured woodfiber acoustical material. ® 
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Member of California Redwood Association 
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HERE’S A FAMILY-ROOM IDEA DESIGNED 
TO BOOST YOUR PLYWOOD SALES 


Your customers will see this attractive and functional family-room 
in Simpson's national magazine advertisements and they 
can easily build it themselves with Simpson Redwood Plywood 
Deep-toasted V-grooves enhance the natural warmth and 
beauty of “America’s Most 


Treasured Wood”... and help 


disguise door edges when closed. Recommend Simpson Redwood 
Plywood to Builders, Remodelers and Do-it-yourselfers for 
extra plywood profits! See your Lumber Distributor for prices 
and availability soon. Mail coupon on back of next page for 
free 16-page full color Simpson Plywood Catalog. Simpson 


Logging Company, 2301 N. Columbia Blvd., Portland 17, Oregon 


Simpson packaged redwood lumber is protected against 
moisture, marring, staining and other damage — assuring 

your customers advantages that far outweigh the slight 
FYelelid(elar-|menal-1¢-4-mam -1-) am CoMmil-1alel(-mr-1ale Me) 00] ¢-Mim oy- lo. ¢-]<4-1-) 

are labeled clearly and can be opened for single piece 
removal. Packaged Simpson certified kiln dried redwood 
in Clear and Aye grades, Vertical Grain and Flat Grain is 
available on order from your Lumber Distributor. Mail 
coupon, back of this page, for free Simpson Redwood 
_Information. Simpson Redwood Company, Arcata, California. 
Member of California Redwood Association. 











CREATED FOR NAHB SOUTH BEND RESEARCH HOUSE... 
Simpson Redwood Plywood for Sandwich Wall Panels 


Although still in the development stage, these stressed-skin structural wall panels promise exciting new 
economy, efficiency and beauty for homes of the future. Exterior surface of special wire-brushed 
Simpson Redwood Plywood is enhanced with inset battens and banded to an expanded polystryene 
core. Continuous research and experimentation in beauty and functional utility —conducted in the field 
and laboratory —are a fundamental part of Simpson’s effort to help build a better way of life with wood. 





~~ the name to build with... 





ACOUSTICAL PRODUCTS ROOF DECK PRODUCTS 
Forestone woodfiber tile - Random Drilled woodfiber tile Forestone Roof Deck - Planked Golden Hemlock Roof Deck 
Standard Drilled woodfiber tile Standard Drilled Roof Deck - Tapestry White Roof Deck 
DOORS OVERLAID PLYWOODS 
Bifold Doors (Flush and Louvered) Medium Density Overlaid Plywood 
5-Ply Hollow Core and Solid Core Flush Doors High Density Overlaid Plywood 
7-Ply Hollow Core and Solid Core Flush Doors PLYWOODS 
Stile and Rail Doors (Sash - Panel - French Rotary Fir and Rift Grain Fir - Plyron and Texture 1-11 
Screen - Entrance - Louver - Jalousie - Garage) Fir Shadowood, Plyweave and Striated 
HARDBOARD PRODUCTS Figured Grain and Rift Grain Redwood 
Standard Hardboards - Tempered Hardboards Redwood Shadowood, Rusticwood and Plyweave 
Specialty Hardboards Figured & Ribbon Grain Philippine Mahogany 
Smooth surfaced Hardboards available prefinished Birch, Oak and Knotty Pine 
INSULATING BOARD PRODUCTS REDWOOD LUMBER 
Decorative Tileboards and Plank Siding, bevel and bungalow, plain and rabbeted 
Building Boards and Wallboard Tongue and groove and shiplap joint available with 
Asphalt-Impregnated Building Board square edges, eased edges and V-joint, 3/32 VIS, 1/4 VIS 
Sheathing (Asphalt-| mpregnated) Shiplap joint, Boston pattern Rustic 
Super-Strong Sheathing - Roof Insulation ENGINEERED WOOD PRODUCTS 
Asphalt-impregnated Roof Insulation Wood Tanks, Pipe and Scrubbers 
Shingle Backer (Asphalt-impregnated) Industrial plywood products 




















SIMPSON, 1074D, WHITE BLDG., SEATTLE 1, WASHINGTON 
Please send me FREE information on the following products as checked: 
C] Doors (-] Redwood (CJ Acoustical and Insulating Board C) Plywood 
Name 
Company a 
Address ea City State 
— aa Litho in U.S.A. 
ipped from Magazine SC-95D on Simpson 100# 
White Wove 
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BARCLAY 


gives you the most “in-demand” 
HIGH PROFIT PANEL 


No other panel fits the walls, the living plans of so many 
houses and families! It’s colorful, reasonably priced, endlessly 
durable. Barclay goes up swiftly over new walls or old. 
Hides cracks, never needs refinishing or painting. 


PRE-SOLD TO BUILDERS AND HOMEOWNERS with 
extensive national advertising. Barclay’s well-known 

(and exclusive) Melamine-Silicone “590 Process” insures 
resistance to heat, moisture, grime and stain... insures greater 
customer satisfaction. Panels quick-clean with a 

damp cloth, look new for years. 









} Wide range of colors and styles in Tile, Streamline or Solid-tone 
. patterns — 7 varieties of handsome wood grains. Complete 
literature available for the do-it-yourselfers. And plenty of 
beautiful profit for you. Contact your distributor now! 


R EVERY ROOM! 
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institutions and commercial enterprises — go after 


ar Barclay is the ideal panel for hospitals, schools, E 
Cains &e) 
keeping 
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the remodeling jobs, new buildings too. 


BARCLAY MANUFACTURING CO., INC. Dept. AL9, Barclay Building, New York 51, N.Y. 
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THREE COMPLETE KITCHENS, lighted at 
night, face the heavily-traveled highway 
in Albany, N. Y. A fourth kitchen faces 
store interior. Display is changed each 
year. Rutland Lumber also has a custom 
cabinet shop. 


home improvement 
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Kitchens Set Remodeling Pace 


Rutland Lumber aims for $200,000 in '59 kitchen sales; three 
remodeling salesmen handle everything from complete house 
remodeling to small repairs. Rutland's complete package in- 
cludes labor (their own crew) and financing. 


ANDLING THE WHOLE RE- 

MODELING PACKAGE—ma- 
terials, labor and financing—is re- 
sponsible for a high percentage of the 
annual volume at Rutland Lumber 
Co., Albany, N. Y. 

Three outside salesmen are special- 
ists in selling remodeling jobs. Tom 
Dunham, a kitchen-planning specialist 
before he joined Rutland Lumber 24% 
years ago, spends 100% of his time on 
kitchen sales. D. W. (Red) Clement 
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works on bathroom sales, floor, wall 
and ceiling tile jobs; E. D. Pakenham 
pushes general remodeling sales. The 
entire remodeling department works 
under Bob Rutland. 

Kitchens have always been Rut- 
land’s No. 1 remodeling package. 
They give kitchens intensive promotion 
with four model kitchens in their 
store, TV spots, display newspaper 
advertising, their own home show and 
direct mail pieces. Word-of-mouth 


advertising is credited for 50% of 
Rutland’s leads. 

Increased kitchen sales have re- 
sulted from their well-planned pro- 
motional barrage, which is handled 
by the firm’s own advertising man- 
ager, Miss Carla Devenpeck. Here is 
the kitchen sales record for the past 
three years: 

1957—90 

1958—120 

1959—140 (estimated) 

Kitchen sales this year are expected 
to total well over $200,000. 

Own crew. Harrington L. Rutland, 
the firm’s vice-president, made a 
drastic change in handling all re- 
modeling jobs within the last three 
years. He switched from subletting jobs 
to contractors to his own crew of six 
mechanics and two helpers. 
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“We couldn’t depend on the con- 
tractors,” declared Harrington. “As 
soon as they got other work, they 
would break their commitments. Ac- 
tually, most of our mechanics were 
formerly our customers who have 
proven their ability on this type of job. 
Our own men will take more time to 
make sure a job is done right.” 

Another change in kitchen sales 
registered at Rutland’s is a gradual 
switch from builder to more home- 
owner kitchen sales. 

“We were doing a lot of selling to 
contractors, but not at a profit,” ex- 
plained Harrington. “About 75% of 
our business is now with homeowners. 
The rest is with builders who put up 
four or five houses a year. They need 
our service and financing.” 

Because kitchens are highly spe- 
cialized jobs, Rutland says that many 
builders prefer to have their firm 
handle this part of the overall con- 
struction contract. 

“Builders are oftentimes happy to 
get rid of the kitchen and will take it 
out of the contract,” he said. “A good 
many contractors don’t have crafts- 
men who are competent enough to 
handle this type of job.” 

One of the important sales tools 
carried by Tom Dunham on his calls 
is a 10-page sample book with sug- 
gested color accents, drapery samples, 
countertop, appliances and wall treat- 
ments, all the pertinent information 
that customers need. This sample 
book, prepared by Miss Devenpeck, 
also lists the sources for each of the 
materials illustrated. 

Selling steps. On his first call, Dun- 
ham takes a book of spec sheets on all 
four types of kitchens sold by Rutland. 
While the homeowner looks these 
over, Dunham proceeds to measure 
up the kitchen, uninterrupted; after- 
ward, he discusses materials, then 
returns at a later time with a sug- 
gested layout and perspective. 

If the customer has not already 
visited the store, Dunham encourages 

(continued on page 48) 





PARKING LOT is a busy place, especially Saturday morning 
when this picture was taken. Store is open until 9 p.m. on 
Thursdays. 


THREE OUTSIDE SALESMEN are package specialists. Thomas J. 
Dunham, center, kitchens; D. W. (Red) Clement, right, bath- 
rooms, also wall, floor and ceiling tile; E. D. (Ed) Pakenham, 
general remodeling. 


* 





JOB STATUS IS CHARTED by Al Bauder, left, who coordinates 
labor, materials and costs each job. Studying progress chart 
is Bob Rutland, who heads the remodeling department. 





TV KITCHEN PROMOTION has included scenes like this actualy filmed in Rutland Lumber Co. 
showroom. Sunnie and Ernie, seen here inspecting appliances, command big audience in 
Albany area with their TV chit-chat show. Background for the studio program is a Rutland 
kitchen. Dealer also uses newspapers for promotion of the complete kitchen package. 
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ANNOUNCING... 


the new C URT I! Ss 


It is now our policy to market our products through inde- 
pendent distributors that we may better serve those who 
sell, install and use Curtis products. 


This important change in the policy of Curtis Companies 
Incorporated was taken only after an intensive study of the poten- 
tial market for our products and a close examination of the various 
methods of distribution available, 


This decision was based on two clearly evident factors: 


1. The enormous potential of the market for Curtis products. 
2. The proved ability of independent distributors to distribute, 
sell, stock and service Curtis products. 


Curtis has already initiated a program to distribute through 
carefully selected independent distributors strategically located in 
major marketing areas. 


PY A ee 


Ke 
’ Frank B. Kreider 


we Vice President —Sales 


Individuality and Quality in doors, 
windows and FashionWood’ cabinets 
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policy of distribution 


Mr. Lumber Dealer, the benefits to you are many: 


. Quick availability of ample stocks for prompt delivery. 

. Advantages of mixed-car service for lower costs. 

. Lower total capital investment required. 

. Faster credit in your local trading area. 

. Help in maintaining balanced inventory and reorder levels. 


. Local sales, merchandising and sales training aid to sell profitably in today’s 


quality market. 
. One source for a complete line of top-quality doors, windows and cabinets. 


. Direct communication with Curtis, on policies affecting your business, maintained 


through regularly scheduled meetings of Curtis Distributor Advisory Panel. 


This new distribution policy is but one of a number of important steps that are being 
taken by the Curtis Companies Incorporated. Every phase of our business is being re- 
examined so that we may serve with greater efficiency our distributors, their dealers, 
their builder customers and, most important, the ultimate users of our products. Curtis 
Companies Incorporated, Dept. AL-9-59, Clinton, Iowa. 


ah, 
‘COMPANIES INCORPORATED /CLINTON, IOWA 


Pa 
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KITCHENS SET REMODELING PACE 


(begins on page 45) 





the homeowner to come in and study 
the layouts. A cost estimate is prepared 
on a breakdown sheet and a job 
proposal listing the complete details 
of each job including the total price 
is prepared for the homeowner's sig- 
nature. Job contract forms detailing 
specifications and method of payment 
are filled out and signed. 

Surprisingly, about 50% of the jobs 
are sold for cash, but a credit check 
is even run customarily on these cus- 
tomers. 

Promotion pays. Rutland’s own 
week-long home show held in their 
60’ x 200’ warehouse this month will 
include five complete model kitchens. 
One gimmick: kitchen prospects will 
be invited to bring their kitchen mea- 
surements and draftsmen will be on 


GENERAL REMODELING news- 
paper ad by Rutland features 
dealer's home service depart- 
ment. 





NOW IS THE TIME FOR 


REMODELING _ 


hand to work up rough sketches for 
their custom kitchen. 

Their last “Home-Fare,” as _ they 
call it, gave Dunham enough kitchen 
leads to keep him busy for two 
months. (Watch A. L. for complete 
details of Rutland’s ‘“Home-Fare 
ye dp F 

Kitchen displays in the showroom 
windows are changed annually. Un- 
veiling these new kitchens is a pro- 
motion in itself. While the new 
kitchens were being installed, the win- 
dows were completely covered while 
newspaper teaser spots were used to 
excite the public’s curiosity. The pro- 
motion was tied to a current event: 

“It’s more out of this world than 
sputnik,” said the jumbo card, an- 
nouncing the “newest concept in cus- 
tomized kitchens—4 complete dis- 
plays.” 

Although fall, winter and spring are 
found the best seasons for kitchen 
sales, Rutland sells kitchen jobs right 
through the summer. Most of the jobs 
are sold within a 50-mile radius, but 
an hourly charge for transportation 
and the mechanics’ time is made out- 
side a 10-mile radius. 

Remodeling salesmen are on a 
straight salary basis plus special in- 
centives from time to time. 

Rutland has its own two-man coun- 
tertop department, another service 


that gives them an edge on competi- 
tion. 

Coordinator busy. One of the im- 
portant jobs in Rutland’s remodeling 
program is held by Al Bauder, who 
coordinates the labor and materials 
for each job, handles all the paper 
work and costs each job. 

A wall chart gives him a_break- 
down on the progress of each job 
every step of the way. Robert Rutland, 
manager of the home improvement 
department, also serves as job fore- 
man. 

Although kitchens continue the No. 
| volume package, Rutland promotes 
every phase of the remodeling field 
including general home remodeling. 
One of their top jobs ran about $11,- 
000. Besides a kitchen, it included 50 
aluminum windows, 8 aluminum doors 
and an aluminum siding job. 

Bathrooms, which are often tied to 
a kitchen sale, are getting special 
promotion with a model bath on the 
sales floor and a sales specialist in 
this field. 

Rutland has found it more profit- 
able to stick to inside remodeling work 
to avoid weather slowdowns. Ceiling 
tile jobs have been found to be espe- 
cially good for fill-ins. Within four 
months, Rutland sold 16 of 27 ceiling 
tile leads, mainly the result of news- 
paper advertising. 





See Rationds Wend Panelings a Diapiay 
BASEMENT REMODELING 
£7 RUTLAND'S HELP YOU MAKE YOUR BASEMENT 


c 
A LIVING SPACE POR THE FARA 


BATHROOM REMODELING 


KITCHEN REMODELING 


3 boy, WOME SERVICE DEPT aes 
PLANNING CONBUL assist 
PROsECT .. . FREE av 


Rei 1997 CENTRAL AVE. ALSANY-SCHO'Y m0. 


OPEh THURS. "TH © FM. SAT. ‘TH HOON 











Kitchens Set 

Pace for Many 
Other Remodeling 
Packages 


JALOUSIE PORCH ENCLOSURE completed last July is 
an example of Rutland’s package remodeling service. 
Included 10 jalousie windows and jalousie door, ceil- 
ing and floor tile, redwood exterior and interior and 
aluminum rollup shades. Lead came through a neighbor 
for whom Rutland did a similar job. Consumer price: 


$2,122. 


PLANNING CENTER is located in a room away from store traffic. 





MAJOR KITCHEN REMODELING JOB altered parti- 
tions, added new windows and included floor tile, 
several builtins and special working area. This 
package remodeling job sold for $4,500. 


your Invitation .. . 
Jo Met Some One You Should Know! 


SPECIAL 
DO YOUR KITCHENS HAVE SALES 
APPEAL? 


Meet the Blond with all the Answers 


Miss Georgia Tonelli from Curtis Companies 
Mise Tonelli will appear at the Rutland Lum- 
ber Co, — she will speak on the subject of 
helping the Builders Better Plan and Install 
an Efficient Modern Kitchen 





Ph 70 PA. A 08 Wok. og + CUSTOM-DESIGNED KITCHEN for new home included limed 
Sas sc enletnael oe oak cabinets and several builtin appliances. Sold by Rutland 
Lumber for $2,600. 





JUMBO POSTCARDS brought builder customers to 
special kitchen meeting addressed by Miss Georgia 
Tonelli, Curtis Companies. 








TWO BATH INSTALLATIONS were made — picTURE WINDOW PORCH ENCLOSURE, completed this year, was done for a 


for same customer who had porch en- 
closure shown at right. Bath package 
totaled $2,326. Upstairs bath pictured 
includes Rutland custom-designed vanity. 


satisfied Rutland customer on other remodeling jobs. Besides picture and case- 
ment windows, this job aso included ceiling, tiberglas insulation, c.ear fir wall 
paneling and flooring. Price of job installed was $2,111. 
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Here’s why 
stocking Insulite 
Ceiling Tile 

will help build 


your sales 
and profits 


New Insulite program sells the contractor... 
sells the do-it-yourselfer! 


UP 30% EACH YEAR: That’s the story of ceiling tileboard 
sales! And the dealers who are stocking and displaying 
Insulite tileboard are reaping the benefits—because Insulite 
complete sales and advertising program is developing the 
two prime markets for them—contractors and do-it-your- 
selfers. And it’s increasing volume in related items. 
INSULITE comprehensive sales help program can help 
you increase your share of this profitable business. BETTER 
HOMES & GARDENS tells and sells the Insulite story to the 


The pay-off is in your showroom—where 
the customer comes for help and the ma- 
terials he needs for remodeling. This dis- 


play can work for you! after remodeling. 


Individualized presentation book helps 
contractors close remodeling jobs. Packed 
with helpful photographs taken before and 


homeowner, the do-it-yourselfer. And YOU—the lumber 
dealer—are featured in every advertisement as the one to 
see about remodeling. Insulite “Stop that Noise’? cam- 
paign is a real stopper. The advertisements are in beautiful 
full color . . . and they’re backed by a solid program of 
follow-up sales aids for you and your remodeling contractors. 

Display Insulite Tile now and cash in on the big Insulite 
selling program. See your Insulite representative or write 
Insulite, Minneapolis 2, Minnesota for complete details. 


Insulite builds business and loyalty 
with your contractor customers through 
sales contacts and local meetings tailored 
to your individual needs. 





National advertising program in 
BETTER HOMES & GARDENS pinpoints you 
the lumber dealer—as the one to see 
about remodeling plans. 


sells easy...sells fast...stays sold 


INSULITE. 


insulite Division, Minnesota and Ontario Paper Company, Minneapolis Minnesota 


NEW 
persue Chil 
your HOME 


» 


Complete direct mail program by Insulite Stocking and displaying Insulite Ceiling 
is preselling your contractor and builder pros- Tile has boosted this dealer’s business 50%. 
pects now . . . directing the business to you, the The Insulite advertising and selling program 
lumber dealer. can do the same for you! 
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home improvement 
selling guide 


Home Improvement Service Becomes 


Lifesaver for Independent Lumberyard 


Service started with one carpenter a year ago. Dealer now 
has six carpenters and helpers on the payroll. 

85 major remodeling jobs have been sold this year, all with 
full markup on materials. Room addition is most popular 


package. 


HEN MIDCO LUMBER CO., 
Wichita, Kans., celebrated its 
third anniversary early this year, busi- 
ness was hustling. But it wasn’t always 
that way for the young lumber firm. 
For two years MidCo was rewarded 
with only minor success. But then a 
package remodeling service was or- 
ganized, both for minor “house doc- 
tor” repairs and for major remodel- 
ing. The idea took hold so fast and 
securely that the firm is shooting for a 
*59 volume of $150,000 in package 
remodeling sales alone 
The home improvement service 
began about a year ago with one 
mechanic. Now MidCo keeps six 
carpenters busy, each with a helper. 
“We've been averaging between $10,- 
000 and $15,000 a month so far this 
year,” said manager Ray Haskell. “I 
think we have a good chance of being 
on target at the end of the year.” 
MidCo has sold 85 major improve- 
ment packages this year, in addition 
to repair and small remodeling jobs. 
At least 55 of these have been room 
additions—by far the “hottest” pack- 
age for the yard. Another 10 of the 
85 were converting garages to family 
rooms. Porches, basement recreation 
rooms and outdoor recreation areas 
such as patios were also sold, along 
with re-roofing jobs. 
Profit. President Sam Vaughn said 
that one of the most gratifying benefits 
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of package remodeling is the removal 
of price as the dominant factor in 
selling. “We get full markup on mate- 
rials. Then we have complete control 
of sub-contracts, financing and labor. 
With one firm responsible for every 
phase of the job there can be no buck 
passing,” he said. 

Here is DSC (Dealer Sales Control) 
in action. 

Organization. MidCo’s staff of vet- 
eran lumbermen sell remodeling under 
a franchise from the trademarked 
name, “The House Doctor,” exclusive- 
ly in the Wichita area. 


MANAGER RAY W. HASKELL, manager 
of MidCo Lumber Co., takes an inquiry 
call on packaged remodeling that 
stemmed from one of firm's daily radio 
“spots."’ MidCo may branch out into TV 
promotion soon. 


Part of the business is minor repair 
and remodeling. A vanette truck with 
the House Doctor inscription on its 
side is fitted out with the tools needed 
for minor jobs, which range from 
hanging a door to loosening a sticky 
window. This type of work accounts 
for about 15% of total volume. The 
service on small jobs is also a factor 
in developing big-ticket home im- 
provement packages. 

Room additions make up 65% of 
sales. This has become a “specialty” 
for the MidCo yard. Converting gar- 
ages to family rooms accounts for 
another 10% of business. 

Under manager Haskell is assistant 
manager Floyd Everett and Chuck 
EuBank, salesman for the services. 
Carpenter foreman Omer Elkins lines 
his men out on jobs and is available 
for consultation. He also tackles some 
of the minor remodeling jobs himself. 

Next in the organization line stands 
the building mechanics. The selection 
of capable mechanics cannot be 
stressed too strongly, Haskell said. 

“As our representative in the con- 
sumer’s home, the mechanic may be- 
come the firm’s best salesman. As- 
suming he has the necessary skills, 
then next in importance is h’s attitude,” 
Haskell explained. “If he is neat, 
courteous, friendly and patient we 
have an added force working for us.” 

MidCo faced the problem of as- 
sembling enough competent workmen 
to handle the remodeling. They needed 
self-starters, skilled workmen. “For- 
tunately, we acquired one or two of 
the top men in town and the others 
are close behind,” Haskell said. 

Top union scale in Wichita is $3.15 
per hour. MidCo pays $3 per hour. 
Aiding MidCo is the assurance that 
mechanics are kept busy all week. 
Most of them were working but four 

(continued on page 58) 
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MIDCO MECHANIC, Wilson Rutledge, converts breezeway 
into room addition. Job will total $2,100, including forced 
air furnace. 


BIG 
TICKETS 
ROOM 
ADDITIONS 


under 

Dealer Sales ASBESTOS SIDING is used on 

Control many room addition jobs by Mid- 
Co. In case above, entire home 
was painted after addition built. 


$3,000 INTERIOR JOB is paneled in prefinished 
V-grooved birch. Firm attempts to sell this panel- 
ing on every room addition. 


BRICK GARAGE cost owner $1,340 from Mid- 
Co Lumber. Wood siding used at rear, which 
faces patio. MidCo enlarged original drive 
way slab for patio; this work is sub-con 
tracted by lumberyard. 


PLAYROOM as created out of an unused base- 
ment. Consumer cost was $1,000. Labor and ma- 
terials sold by MidCo Lumber Co. 











From the Viewpoint of 
* customer satisfaction 
* fast, easy installation 
* quick turnover and profitable sales 


Long-Bell Picture Windows give you the 
widest range of fast-selling convenience 
features ever put into a wall. In fact, 
Long-Bell Windows are really 


4 WINDOWS IN 1 


Long-Bell’s new 4-way convertible win- 
dow may be quickly installed as a case- 
ment window, a hopper-type window, a 
stationary window or an awning-type 
window. Will match any decor. 


LOADS OF EXTRA FEATURES 


@ All wood parts are toxic-treated with water repel- 
lents to give you an added sales tool. 


@ Flush frame surface makes it easier (and less 
costiy) to install in straight, level openings. 


@® Cartoned units stack evenly and firmly to save 
you storage space. 


@ Adaptable to the stock of trim you have on hand. 
@ Tightly weatherstripped in any position. 


@ Aluminum storm sash and screens available. 


INTERNATIONAL PAPER COMPANY 


For All the Facts about this “Fastest Selling” 
tint Window Univers, fp RODQRCen pisd Oe 





DIVISION 


Kansas City, Mo Longview, Wash 
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WA 
Nautilus 


NO-DUCT HOOD 


Purifies Kitchen Air... 
Without Vents or Ducts! 


N°” you can offer prospective home buyers the com- sample home, the Nautitus Hoop fits any layout—and, 
forting assurance of completely, permanently grease- because it requires no costly, space-wasting ductwork or 
and-odor-free kitchens... without any of the problems outside vents—costs less than other units! 

and expense of duct type installations! 

A completely new kind of kitchen hood, the NAauTiILus 
uses a special Activated Charcoal Filter (plus a grease 
filter)—that removes all odors and contaminants—re- e Modern design—quiet operation! Handy push-button 
circulates clean, pure air! It’s the same principle that controls operate fan and enclosed fluorescent light! 
enabled the atomic submarine NAuTILUs to stay under © Complete range of sizes and finishes 
water two months without new supplies of fresh air! ea 

Easily, quickly installed anywhere in the kitchen of your Free Promotional Material Available! 


e Eliminates cooking fumes, odors, grease and smoke. 
Even strong odors like fish and cabbage disappear! 


*Patent Pending 


GP a Ge GED GS ED GD ED SD GE 6 6S GP GS OP GD GD 6 GD 6 6 6 a eo” = 
AL-? 
MAJOR INDUSTRIES, INC. | 
SOS North LaSalle Street, Chicago 10, Iilinols 
PLEASE RUSH ME FULL INFORMATION ON THE 


! 
! 
! 
(etal the facks met cues eet rea apie 
! 
! 





Position. a —E 





Firm. 





Address one heb 
City Zone. eres * 








ha cs ce es ce ce cee ee ee ee we ee ee ee ee ee ee ee ee ee ee ee 


September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 53 on Handy Cover Card 55 





ee e 


The paneling 
with sales 


personality... 








Genuine American Walnut 


has prefinished moldings to match ! 


eo can sell a bigger package when you sell Bruce PlyWelsh 
P. 


refinished Paneling... because perfectly matched moldings 





are available to provide the finishing touch to every installation. 

The 10 designs in these hardwood moldings meet every normal 
paneling requirement. Eight finishes are offered, to match perfectly 
with wall panel colors and species. Both moldings and the hardwood 
paneling are finished with the famous baked-in-the-wood process 
developed and patented by E. L. Bruce Co. for use on hardwood 
flooring. This super-durable surface makes mar-free installations 
possible by week-end carpenters as well as by professionals. 

Get complete facts on the Bruce PlyWelsh line of prefinished 


hardwood paneling today. It’s extra-profitable because it includes f = f as fF 
everything needed for any job. Write, or contact your distributor. The nish wont chip 0 e 








rs 


A RE gE RR: 
miggttces . 
¥ 
* 






“9 ies 


Genuine Antique Birch Genuine Driftwood Ash 





Everything 


prefinished 


s 
.everything PlyWelsh Ponel Stretchers can be — PlyWelsh Matching Putty Sticks hide PlyWelsh Match Stains make it a 
used in combination with ll nail holes effectively be- simple matter to match built- 
matches panels to give added height cause they are matched at the ins and accessory woodwork to 
or to vary wall pattern. factory to each panel finish. PlyWelsh Prefinished Panels. 


PLYWELSH 


Prefinished Hardwood Paneling 


Welsh Plywood Corporation, Subsidiary of E. L. Bruce Co., 1218 N. Hollywood, Memphis, Tenn. 
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HOME IMPROVEMENT 
SERVICE 


(begins on page 52) 





days under the union wage. The 
carpenter foreman receives $120 per 
week. Helpers are paid $2 per hour, 
whether in the yard or on the job site. 

“When customers began requesting 
carpenters by name because of pre- 
vious satisfaction, we knew we had it 
made,” said Haskell. 

Advertising. Promotion of the one- 

stop remodeling service has not been 
extensive, but it has been very effec- 
tive. Spot radio is the main medium. 
_ company uses four or five spots a 
day. 
_ “We receive four or five calls a day 
from these spots. We have been selling 
70% of those inquiries,” Haskell said. 
He figures that less than 1% of sales 
is spent for advertising. 

MidCo also entered a display in the 
local home show, pushing siding and 
paneling which ties into the firm’s 
room addition specialty. Three thou- 
sand prospect cards were passed out 
at the show. 

A quarter-page ad in the yellow 
pages of the telephone directory also 
promotes MidCo’s “Complete One- 
Stop Service” on home improvements. 

Sales management. Planning and 
“soft sell” are needed in the remodel- 
ing business, said salesman EuBanks. 
“You've got to estimate accurately 
and quickly. If necessary you must 
tell the customer that it is not feasible 
to remodel as he wishes and why it is 
not. You must offer alternatives. At 
least one of them should be more 
ambitious than his original plan, but 
based on actual need. Alternatives 
may hit his wants right on the button 
and assure you of a big-ticket job.” 

Financing can be either FHA Title 
I or MidCo’s own revolving credit 
plan on which the customer pays 1% 
per month interest on the unpaid 
balance for six months. Longer pay- 
ment periods may be arranged for 
big-ticket jobs. At the present time the 
company has no delinquent accounts. 
_ Bookkeeping for the package sell- 
ing program consists of a folder for 
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HOMEOWNER POINTS to where she 
wants 40’x6’ concrete shuffleboard to 
Chuck EuBanks, MidCo Lumber sales- 
man. Concrete sub-contractor stakes it 
out. This job, totaling $150, was a call- 
back to dealer's House Doctor service; 
former job was new siding at cost of 
$450. 


each job. It contains complete job 
data, including work specs, materials, 
labor and sub-contracts. 

A 3” x 5” card is made with the 
customer’s name and address and a 
brief job summary. This card is filed 
by the bookkeeper, who enters the 
customer’s name at top of the ledger 
page. As the materials and labor are 
billed they are entered on the ledger. 
Upon payment, profit or any other 
fact maybe figured easily. 

Forms furnished by the “House 
Doctor” service are also used. These 
list the customer’s name, address and 
a detailed summary of job. The job 
cost (labor and materials) is listed 
and payment plan checked. Made out 
in triplicate, one copy goes to the 
homeowner, one to the job folder. 
The third copy may be used at job 
site. 

Plus sales. Insurance claim work is 
a welcome addition to the remodeling 
sales. Much of this work comes to 
MidCo through the directory ad. 

Although not in the remodeling 


. Yate ss 


EYE-CATCHING VANETTE cost $1,200, has compartments for House Doctor tools, 
including portable saw with portable extension table. Main advertising is through 


daily radio “spots.” 
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category, “light commercial” jobs 
have also been sold by MidCo. For 
instance, the firm finished the interior 
of a clothing store, built display coun- 
ters, etc., to the owner’s specifications. 
This $2,000 job came to MidCo, 
Haskell believes, because of the reputa- 
tion of quality remodeling the com- 
pany is beginning to achieve. 

Subs. The Wichita lumberyard uses 
sub-contractors for concrete work, 
electrical and floor covering work. 
They insist that the contractor carry 
insurance on workmen and _ liability 
insurance as they do. 

Dealer Sales Control through one- 
stop remodeling has been instrumental 
in keeping a new lumberyard solvent 
in its early years. Because MidCo 
controls the jab, and stresses quality, 
it has achieved a reputation that some- 
times takes decades to develop. 





items to Watch in The 
Remodeling Business 


. Watch materials delivery; have 
them on time at job. 


. Promise job starts with safety 
margin of day or two. 


. Watch job profits in bookkeep- 
ing. Estimating and other errors 
will stick out like sore thumb 
in well kept books. 


. Insist on quality, insured work- 
manship from mechanics and 
subs. 


. Use quality “brand” materials 
and products. 


. Listen to the woman of the 
house. 


—From MidCo Lumber Co. 
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Whatever your paneling needs . . . select from the 
EVANITE BIG THREE at your jobber’s! 





NEW EVANITE POLY-CLAD PLYWALL 


Half the usual cost of fine wood 
earns New baked-on Poly-Clad 

nish protects against fading, mars, 
scuffs and stains. Plywall products 
plants are at Ft. Wayne, Indiana 
and Corona, California. 





of. Z jerk 
ie oe wn. t 2 

Evans quality—-DFPA grade- 
marked—assures you of the finest 
interior and exterior fir plywood. 
Has unlimited building applica- 
tions. Evans is a member of the 
Douglas Fir Plywood Association. 


EVANITE DRIFTWOOD HARDBOARD 


Completely factory-finished in a 
handsome “Driftwood” ivory tone, 
popular Evanite hardboard comes 
in a variety of textures, is econom- 
ical and easy to install. Hardboard 
plant is at Corvallis, Oregon. 


It pays to buy Evanite Building Products from your Plywood Jobber 


EVANS PRODUCTS COMPANY « PLYMOUTH, MICHIGAN BUILDING PRODUCTS 
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home improvement 
selling guide 


Home Improvement Supermart 


HE HUNGER of suburban home- 

owners for home improvement 
products and services was demon- 
strated last month when the huge 
(26,000 sq. ft.) supermart of Gee’s 
Sauk Trail Lumber & Hardware 
opened in Richton Park, Ill., south of 
Chicago. 

More than 14,000 suburbanites and 
their children trampled through the 
100’ x 200’ store to view the wide 
variety of building materials and 
specialties during the two-day grand 
opening, reports Jim Gee, president. 
“By the end of the first week, one- 
third of them had made purchases,” 
Gee said. 

The two-level store serves a multi- 
million-dollar homeowner and_ con- 
tractor trade in suburbs which have 
mushroomed into satellite cities since 
World War II. It is the first retail 
yard in the Chicago area to offer its 
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contractor customers a drive-in win- 
dow where they may pick up orders. 

Still another sales-whetting con- 
venience is a drive-through for auto- 
mobiles in the lumber section of the 
store, which permits customers to pick 
up purchases without stepping into 
the rain or snow. The drive-through 
also is wide enough for one car to pass 
another without blocking traffic. 

Package selling. The supermart re- 
presents the first big step by Gee Co., 
famous Chicago retail yard, into the 
suburbs. “The decision to launch a 
suburban outlet was prompted by the 
success of our metropolitan opera- 
tion,” Jim Gee explains. 

The supermart is set up as a one- 
stop store for homeowners and con- 
tractors. It offers a full line of re- 
modeling packages and services plus 
a complete selection of building mate- 
rial supplies. 


Although self-service is stressed in 
the store, a sales specialist does ap- 
proach customers periodically to in- 
quire if they have found what they’re 
looking for. Sauk Trail also makes 
free deliveries of purchases to cus- 
tomers within a trading radius of five 
miles. The store is pulling customers 
from a 12-mile area. 

“The Sauk Trail outlet is being 
operated by nine sales specialists plus 
three managers,” reports Jim Gee. 
Charles Thiebeault is manager of the 
retail store; Arthur Gore, manager, 
contractor and industrial sales; and 
Akela Karampelas, manager, yard 
operation. 

For the convenience of its suburban 
homeowner trade, Sauk Trail is re- 
maining open three nights a week, 
all day on Saturday and from 9 a.m. 
to 1 p.m. on Sunday. 


} a so 


REMODELING PACKAGES will be sold 
at Gee's Sauk Trail supermart, including 
kitchens, dormers, recreation rooms, 
porches and added rooms. President Jim 
Gee (left) and Charles Thiebeault, man- 
ager, retail store, are shown in one of 
the store's two model kitchens. Three 
model bathrooms, two model garages 
and a full line of fencing also are on 
display. A showroom on the store’s sec- 
ond level includes rooms of paneling, 
tables, doors and unfinished furniture. 


LUMBER AND MOLDING are vertically stacked and piece-priced to promote self-serv- 
ice by customers and minimize clerical expenses. A large tool rental department for 
the convenience of customers is located beside one of two checkout counters. 
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SPACIOUS SUPERMART located in Chicago's south suburban 
area is set up to satisfy any homeowner or contractor need. 
Located on six acres of ground in Richton Park and adjacent 


wiz, 


FREE ENTERTAINMENT FOR KIDS includes a fenced-in 
playground (above), which provides the youngsters with 
a safe place to play while their parents shop. Free pony 
ride (below) also is a big inducement for children who 
“beg” their parents to go shopping at Sauk Trail. 





to Park Forest, the two-level store has a quarter-mile front- 
age on Governors’ Highway and a 250-car parking lot for 
the convenience of customers. Both pickup merchandise and 
package remodeling are featured. 


PERFORATED METAL FIXTURES laden with a complete selection of 
hardware, paint and stain, housewares, floor and wall tile, electrical 
and plumbing supplies, extend along aisles 65’ long. There are six 
of the double-faced display units in the store. All of the units are 
just over 5’ high to allow customers full view of all departments in 
the store. 
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Celotex gives you ceiling tile leadership... 


"PRODUCTS, PROSPECTS, 


Famous PRODUCTS “by Celotex”. . . 


a line of ceiling tile unequalled for complete variety of 
design and price. HUSH-TONE® Sound-Quieting Tile... 
printed DESIGNER Tile . . . and, for economy ceilings, 
SCULPTURED and TEXTURED Tile. The right tile for 
every prospect! ye 





PROSPECTS Pre-Sold “by Celotex”. . . 


in an outstanding national advertising campaign that 
reaches all your markets. 

Big full-color ads in LIFE, LIVING, BETTER HOMES 
& GARDENS and other top mass-circulation maga- 
zines .. . plus dominating ads in builder and contractor 
magazines...all directing prospects to you, the Celotex 
building products dealer. 





Outstanding SALES AIDS “by Celotex”.. . 


to identify your store as the place to buy advertised 
Celotex products. Colorful literature and direct mail 
that bring in customers for all kinds of materials for 
new building and modernization ... smart displays that 
“dress up” your store, speed selection and stimulate 
extra sales. 





...Call the wholesaler who stocks 


FAMOUS LINE OF QUALITY BUILDING PRODUCTS... 
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HUSH -TONE 


Striking NEW displays to 
help increase your ceiling 
tile sales. ABOVE: 3’ x 5’ 
Ceiling Section in 

metal frame that hangs 
from ceiling or wall, 

with 2-sided mobile sign. 
LEFT: a 6’-high swiveled 
10-tile Selector with 
removable legs for wall 
mounting. 





the leadership line “by CCELOTEX” 


REG.US. PAT. OFF 


THE CELOTEX CORPORATION @ CHICAGO 3, ILLINOIS 


pre-sold through over a third of a century of national advertising! 
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LIFETIME SURFACES OF 


NEVAMAR 


MEAN MORE PROFITABLE 
SALES OPPORTUNITIES FOR YOU! 


With NEVAMAR laminates you have a product that means extra sales, 

day in, day out. This superior surfacing material finds endless uses in 

the home—for remodeling kitchens and bathrooms, for walls and panels, 

breakfast nooks and bars, as well as for numerous furniture items. 

NEVAMAR is a tough high-pressure laminate that comes ready for bond- 

> A HIGH PRESSURE LAMINATE ing, in sheets 1 /16-in. thick and sizes up to 4 x 10 feet, in more than 70 


> RESISTANT TO CIGARETTE BURNS 


> WITHSTANDS BOILING WATER different colors and patterns. Cleans easily, never needs refinishing. 


» DESIGNED FOR LONG LIFE 
@NO LASTING BEAUTY 


| oa LOOK IN THE YELLOW PAGES | Find Your 
x ahd Ll a y Ll . | Di i 
ag nl aos son Get all the facts about NEVAMAR now. Check with | amare 
D\ ORDINARY INK ,, OR TIME ° P ° : ° | | 
tice adalah nbais sheds the distributor in your area or write directly for ‘Yellow Pages’ | 
information and samples. i = ERI 
Ne 


NEVAMAR contorms tc ~o specification Yi 
NEVAMAR DIVISION: 


THE NATIONAL PLASTIC PRODUCTS COMPANY 


Soran and Nylon Filaments—Nevamar High-Pressure Laminates— Wynene Extruded and Molded Products 


ODENTON, MD. * NEW YORK, N.Y. © LONG BEACH, CALIF. * MIAMI, FLA. © CHICAGO, ILL. * DENVER, COL. 
PORTLAND, ORE. * SAN FRANCISCO, CALIF. * CHARLOTTE, N.C. * JACKSON, TENN. © INDIANAPOLIS, IND. 
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ANNOUNCING 


FLINTKOTE’S NEW CREVATEX 
AND SKYLINE’ ACOUSTICAL TILE... 


with exclusive new installation and 
decoration features that are made 
to order for your contractor and 
“do-it-yourself” customers! 








EXCLUSIVE ''TWIN-TILE’’ FEATURE 
IN CREVATEX TILE—-Tile comes 
with two design directions in a 
single unit—each non-repeti- 
tive for superb high style. “Twin-Tile” feature cuts 
installation time in half because you install two 
pieces of tile at once! 














EXCLUSIVE ‘'FOUR-PATTERN” FEATURE IN SKYLINE TILE. 
Tile comes in four beautiful star-design perforation 
patterns. 1200 to 1500 perforations per tile in star 
clusters eliminate mechanical look, improve styling. 





For complete information and samples, call your 
Flintkote supplier or write: The Flintkote Company, 
Building Materials Division, 30 Rockefeller Plaza, 
New York 20, New York. 





$A trademark of The Flintkote Company 


INTKOT 


America’s Broadest Line 
of Building Products 


Pec 
il. 
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home improvement 
selling guide 


OUTDOOR LIVING in a redwood-and-jalousie patio INTERIOR OF GARAGE display shows shingles and sid- 
house. Here home improvement jobs are signed up in ing arranged for customer selection. 


comfort. 


Selling Center for "Big-Tickets’ 


Showroom is a selling tool for Wisconsin 
yard's home improvement planning depart- 
ment. Dealer develops the jobs, makes draw- 
ings for the work and then brings in con- 
tractor friends to bid on the jobs. 


PRODUCT LITERATURE with home improvement ideas gets prominent spot in Eben- 
reiter Lumber Co. Selling Center on handy three-tier tables. 


HAT had degenerated into a 
“hardware junk shop,” as 
dealer Bob Ebenreiter put it, is now 
a Home Improvement Selling Center, 
with emphasis on big-ticket packages. 
The 60-year-old Ebenreiter Lumber 
Co., Sheboygan, Wis., opened its new 
showroom in June. After two months, 
Ebenreiter said that floor traffic was 
down compared to the old store which 
emphasized hardware and paint pick- 
up. “But, I think our total volume of 
sales from the new setup is bigger.” 

Comparison between the new “idea” 
type of showroom and the old store is 
difficult, he explained, because pre- 
viously all you did was check the cash 
register to see its daily sales. Now the 
results come from longer-range big- 
ticket sales. It is not a store’so much 
as a selling tool. 

Earl Galbraith, one of Ebenreiter’s 
home improvement specialists, said 
he felt the display room is successful 
because he has closed the sale with 
almost every prospect with whom he 
has discussed home improvement in 
the display. 

The emphasis on big-ticket displays 
rather than pickup merchandise was 
made after the old store was burned 
out. Included in the Selling Center are: 


* Complete operating kitchen. 


* Patio living-room demonstration. 
(continued on page 68) 
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SHOWCASE OF PANELING plus more idea literature for home improvers are potent sales tools for Ebenreiter 
Lumber Co. 


ee ee 


BEAUTY OF WOOD for floors and walls GARAGE DISPLAY is important. Some 
is featured in 13’x7’ ‘idea arouser.” 75% of Sheboygan's garages are built 
by contractors who buy at Ebenreiter’s. 


MODEL KITCHEN, fully equipped, is a high spot in Ebenreiter’s BEAUTIFUL BUILDERS’ HARDWARE wall provides for manufac- 
Selling Center. turers’ sample displays. Other samples are in lower cabinets. 
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RECENT HOME IM- 
PROVEMENT is this 
major kitchen over- 
all. American Lum- 
berman represen- 
tative Joe Gierras, 
left, visits job with 
Ebenreiter Lum - 
ber’s Earl Gal- 
braith, kneeling. 
Craftsmen 
are long-time Eb- 
enreiter customers. 


* Garage display. 

* Wall paneling display. 

* Flooring and wall finish display. 

* Window sample showing styles in 
small space. 

* Locksets and decorative builders 
hardware exhibit. 

* Home improvement idea literature 
and seasonal products. 

The total display contains more 
than 1,700 square feet of floor space. 
Cost was said to be about $15,000. 

Sticks with contractors. “For 60 
years the contractors of Sheboygan 
have kept us busy,” Ebenreiter ex- 
plained. “We're continuing to work 
with them now. We’re developing the 
jobs, making drawings for the work 
and then are bringing in our contractor 
friends to bid on the jobs. With this 
method we know from checking on 
building permits that our contractors 
are building 75% of the garages and 
60% of all the home improvement jobs 


68 


H O ME IMPROVE- 
MENT SALESMEN 
Steve Herm, left 
and Earl Gal- 
braith, check notes 
on new package 
jobs. Notes and 
measurements are 
supplemented by a 
Polaroid snapshop 
of the house to be 
modernized. 


EBENREITER’S LID- 
LIFTED this home 
recently, adding 
entire second floor 
to original one- 
story house. It's 
the big-ticket re- 
modeling that 
counts, dealer ex- 
plains. 


currently in Sheboygan.” 

The home improvement jobs going 
through Ebenreiter’s hands are on the 
average no small potatoes, either. 

“IT figure the bulk of them will run 
$6,000 and up,” commented Steve 
Herm, another specialist in the Eben- 
reiter home improvement department. 
“Of course, we have our new home 
sales work, too, which our planning 
department works on. We do about 
100 major remodel jobs and about 60 
new home jobs per year under pres- 
ent rather slow building conditions in 
this area.” 

“The planning department is the 
prime point of strength in remodeling 
sales,” Ebenreiter said. “We use all 
the modern selling devices we can 
find. We have a Polaroid camera 
for taking pictures to guide us in our 
drawing, then include the picture with 
our sketches in our sales proposals. 
For planning rooms, we use scale 


model furniture so prospects will get 
a good idea of exactly what they're 
going to get.” 

Ebenreiter’s initial contact with the 
home improvement customer _ is 
through advertising and word-of- 
mouth advertising. Approximately 2% 
of sales is invested in advertising, 
although this has declined to nearly 
1% in the past several years during 
which sales potential has been some- 
what reduced. 

Advertising is done in newspaper 
and radio, with Bob Ebenreiter per- 
sonally doing the radio commercials. 

“When the advertising has done 
its work, we call on the job, inspect 
and measure, check structure and find 
what the prospect wants to do and to 
spend,” explained planner Galbraith. 
“We find in most cases the specifica- 
tion of brand is left in our hands.” 

In the past Ebenreiter has done 
free drawing of home improvement 
plans. However, so as to help recoup 
some of the costs of drawing, the 
firm is now entering into a program 
of charging for this service. 

“We design within the owner’s price 
range, but we feel we can’t be respon- 
sible for the bids of contractors,” 
Ebenreiter said. 

“We are now charging $3 per hour 
of drawing time. The prospect pays 
in full for the plans when we deliver 
them. Then we give him a full refund 
if all materials are bought from us; 
if only a part of the materials come 
from us, then we refund the same 
percentage of the drawing cost as the 
percentage of products we furnish.” 

The customer signs an authorization 
for drawings so that all details of the 
refund arrangement are clear to him. 

What sells best? Currently there is a 
shortage in Sheboygan of carpenters, 
electricians and other commonly em- 
ployed trades in remodeling. This 
leads toward the sale of more pre- 
finished and pre-assembled materials, 
Ebenreiter men say. Important sellers 
are wood paneling, more use of wall- 
paper for finish; addition of bath- 
rooms and construction of complete 
family rooms with acoustical tile 
ceilings and lots of builtins are gaining 
top ranking locally in popularity, it 
was said. 

“Success of home improvement 
selling depends so much on people,” 
Ebenreiter said. “You must have men 
who believe in what you are trying 
to do. There’s no one answer to where 
to find such men; it’s a never-ending 
problem.” 

Ebenreiter has several men who are 
graduates of the “light building indus- 
try” four-year course at the University 
of Wisconsin. In addition, company 
employes are encouraged to improve 
themselves in every way available. 
Key sales and operating employes 
receive personal copies of American 
Lumberman at their homes; each year 
sees a number of Ebenreiter people 
attending various training courses on 
various products. Several are grad- 
uates of the University of Illinois’ 
Small Homes Council seminars. 
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Planing Mill 


| on 


Planer #1 


AD 
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BUY TOP VALUE LUMBER TY it oe 
WITH THE NEW LOOK... 


a a€()E> 


Over one-half million dollar Planing Mill Planer # 
modernization job has just been completed 

at MEDCO, to give you the best lumber 

value for your dollar. The best quality sur- 

facing, best smooth end-trimming, best 

double end-branding and best end-waxing 

is yours at no extra cost when you buy 

MEDCO Iumber. 


The tops in high speed planers, moulders, 
smooth end-trimmers, end-printers and 4 Planer 24 
waxers have been installed to assure you 
| on 
Fu 
ex eee 


the best quality lumber products available. 


ORDER NOW YOUR MIXED AND STRAIGHT 
CARS OF 
DOUGLAS FIR - WHITE FIR - PONDEROSA PINE 
SUGAR PINE - INCENSE CEDAR 


20° Trimsaw 





34 Trimsaw—Printer & Waxers 
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You Will Save Money 
and Time When You Let 
“Speedie” 

Take Care of Your 


HOME REPAIRS 


You Don't Need Cash 

You Can Finance Your 
Repairs and Remodeling 
With A Low Cost Loan 


Borrow Up to $3500.00 
Repay in 5 Years .. 


No Mortgage -- No Red Tape 











Patic 
Finish the atthe 
Modernize the basement 





[phone ME 52571 about our LOW COST 
| STORM DOORS, WINDOWS. INSULATION 


Give ws approximate size of space you wish to ineuiete, 
we'll give you on estimate FREE 
We Will Finance These Conveniences, Tes. 

















[ WE FINANCE ANYTHING WE SELL 


HOME REPAIR JOBS of all kinds are 
promoted in this sample newspaper 
ad run by Abrahamson Lumber, 
“Colorado Springs’ Most Progressive, 
Lumber Merchants." 





home improvement 
selling guide 


HOUSE REMODELING PACKAGE 
handled by Abrahamson: eaves 
extended two feet; cedar shake 
roof; asbestos siding repainted; 
new shutters added. 


CREDIT TERMS are played up in bill- 
board, lighted until midnight, and news- 
paper advertising. 


~ 


MODEL T FORD TRUCK owned by 
Abrahamson, seen above, carries 
home repair message to prospects 
at community events. 


Good Remodeling Market In New Home Area 


By offering easy financing, guaranteed workmanship and 


in the mounting volume done by his 
home improvement department. 


prompt service, Colorado firm finds plenty of customers for After 30 years in the lumber busi- 


home improvements. 


If you have a definite program, 
you can develop plenty of remodeling 
business in an area concentrating on 
new construction. 


70 


ness in Nebraska, Abrahamson and 
his brother, Fred, opened their yard 
in Colorado Springs nine years ago. 
“We soon learned that remodeling 
That conviction expressed by Ed- customers were primarily hindered by 
ward O. Abrahamson, owner of the two factors—lack of financing and 
lumber firm bearing his name _ in competent workmanship,” he said. 
Colorado Springs, Colo., is reflected (continued on page 72) 
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MR. DEALER: 
DING HOUSES 
per house. 


osts by $4 
free cost-re lysis of one 


if YOU ARE BUIL 
you can now reduce your materials ¢ 
r below — to give you & 


Accept our offe 
ler house plans. 


of your best-sel 
if YOU ARE NOT BUILDING HOUSES 
h the large and the small devel- 


here’s how you can sell bot 
oper —at a profit. Ask any builder to give you one 0 
his best-seller house plans — send it to us for anal- 
sis. We return it to you. You show him where 
he can reduce his costs — you get business 
you are not getting now. (We haven’t 
et failed to prove our case — to the 


puilder’s great satisfaction. ) 
= No mildew 
4 ; in closets 


duction ana 


increase buildin 
+h i g profi 
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Let’s get d 
own to dollars 
house — with ollars—on a 3-b 
3000 sq. ft 1200 sq. ft. of exterior wall edroom _ Boards — with the hi 
. ft. of interior wall surface, — e highest quality i . 
sq. ft. of floor surface, 960 to 114 can save you mon y in their field 
area. Here's how “a enwentes building materials ey over other standard 
sote op ths 
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FREE—HO 
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glad to give you begs to you.) We will be bh the facts! ie ti a> costs. 
g each of th : your area : age of our free Cost-RE ' 
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that parti 
it pa cular house. You i 
obligation. . You incur no cost or _ satisfacti S 
s ion. Send 
plan to Dept. J-8 — 
; AT youR 
SERVICE 


HONMASOTE COMPANY 


T 
RENTON 3, NEW JERSEY 


Homasote of C. 
ana 
da, Ltd., 224 Merton Street, Toronto 12, Ont 
. Ontario 
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CERTAIN-TEED 
foil-enclosed 


«building 
ALS EO 


Here’s the insulation that can 
double your chances for captur- 
ing sales because it offers year 
round insulation efficiency from 
the outside and the inside. The 
outside facing foil reflects radi- 
ant heat. The inside foil forms 
an effective vapor barrier, cut- 
ting down condensation. 


And that’s not all. Customers 
are better served because kraft 
paper sides assure full thick- 
ness recovery and greater ther- 
Inside 
face foil mal efficiency. 
is vapor 
With many cost-savings and 
greater comfort for homeowners, 
it’s no wonder that foil-enclosed 
Certain-teed Insulation is a fast- 
selling profit winner for dealers 
from coast to coast. 





Get the facts on Certain-teed’s complete profit line 
of building insulation . . . it’s a money-saver for 
your customers ...a@ money-maker for you! 


Certain-teed 


BUILDING PRODUCTS 


Cortain-leed®. sucerior Products through Creative Research 


a Lat 


CERTAIN-TEED PRODUCIS CORPORATION ~ Ardmore, Pennsylvania 
Plants and offices throughout the United States 








NEW HOME AREA 


(begins on page 70) 





“Many people still do not realize 
they can secure loans through Title 
I,” he added. “We brought this out 
into the open for them. The result was 
that better than 80% of our jobs were 
financed this way.” 

Available financing plans _ are 
played up strongly in all of Abraham- 
son’s newspaper advertising, which 
includes newspapers, radio and TV, 
running 244 % to 242% of gross sales. 
“We finance everything we sell” is 
a slogan frequently seen in Abraham- 
son’s ads. 

Other headlines shout: “It’s Easy 
. . . You Don’t Need Cash . . . You 
Can Finance Your Repairs and Re- 
modeling With a Low-Cost Loan. . . 
Borrow Up To $3,500 . . . Repay in 
Five Years ...No Mortgage . 
No Red Tape... No Co-Signers 
. . . No Delays.” 

The customer’s main concern once 
he finds out he can have the job done 
without paying cash on the line, says 
Abrahamson, is to get his project done 
as fast as possible. To emphasize their 
prompt service, Abrahamson adopted 
the mythical character “Speedie,” 
who appears in many of their ads. 

Outside mechanics. Remodeling 
jobs are contracted to mechanics 
screened by Abrahamson, who pays 
them either by the hour or the job. 
They are all required to carry insur- 
ance approved by the licensing bureau 
of the city and county. This angle is 
also played up in advertising. For 
example, one ad read: 

“There are scores of excellently 
qualified carpenters, painters and 
skilled workmen in all lines available 
right now . . . they'll do a good job 
. . . Save you money, too. These are 
all Colorado Springs residents .. . 
men we know . . . whose work we 
can fully guarantee. Just call ME 
5-3571 and ask about ‘Speedie’... . 
no obligation . . . no cost whatever.” 

One day last spring disclosed the 
following leads or jobs underway: add 
two rooms to a house; make a pair 
of shutters; hang aluminum doors and 
windows; repair fire damage to a 
roof; make a picnic table; finish an 
attic; build a garage; install insulation; 
new roof; install folding doors; repair 
plastered ceiling; make a snack bar. 

A simplified work form gives name 
and address of customer; first day of 
contract; date contract was signed; 
type of job; name of contractor or 
carpenter; followup. 

The three salesmen and sales man- 
ager are paid a guaranteed salary and 
share in the profits at the end of the 
year. Each salesman spends half a day 
in the office preparing estimates and 
waiting on store trade; the rest of the 
day on outside calls. 

“One should never pass up _ the 
remodeling business,” declares Abra- 
hamson. “It’s there if you go after it.” 
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MEANS 


MIPEE 
SUES 


POTLATCH has three big sawmills 
operating to meet your demand for fine lumber 
and a wide variety of specialty items. The 
POTLATCH mills, modern in every respect, 
process both pine and hardwood, Fora 
dependable source of supply featuring top 
quality and wide variety—buy POTLATCH! 


Look To Potiaich & 


m 
® 


For (hiteg In Lumber 


BRADLEY-SOUTHERN DIVISION 


: POTLATCH FORESTS 
: nc. 
WARREN, ARKANSAS 
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home improvement 
selling guide 


FAMILY ROOM MODEL, attached to store, gives customer prospects a 
good chance to see what this addition is like, what it costs and available 


easy terms. 


New Project Every 10 Days 


Newspapers, billboards and model room help sell 
remodeling jobs for California dealer. Firm gets 
27°%/, gross margin on materials plus 7°%/, on labor. 


Edging into the home improvement 
business slowly about four years ago, 
Gibson Lumber Co., San Bernardino, 
Calif., is now averaging a new project 
every 10 days. 

Using newspaper, billboard and 
strong store promotion, the firm finds 
that the most popular year-round pro- 
jects are added bedrooms and family 
rooms with patios in good seasonal 
demand. 

Office manager Bill Hawkes points 
to the good profit margin as reason 


enough for strong home improvement 
promotion. He says that 19% is the 
average profit on sales for the overall 
operation; remodeling produces a 
gross margin of 27% on sales of mate- 
rials and 7% on labor. 

Although Gibson handles remodel- 
ing as a package sale, the labor side 
is handled solely through their con- 
tractor customers. E. B. Howard, a 
veteran of 18 years of remodeling 
experience, is the key sub-contractor 
in the Gibson setup. 


‘ees a A PB weie, 


John McKinnon heads up sales for 
the remodeling department. He built 
several houses himself before joining 
Gibson in 1947 and _ consequently 
understands construction problems. In 
figuring the average remodeling job, 
McKinnon finds it best to add a $35 
cushion to take care of any extras 
that may arise. McKinnon gives overall 
supervision to each job himself. In 
addition, he averages one remodeling 
lead call every night. 

Most of the job leads come from 
newspaper ads. The firm takes two- 
column 8” space two or three days a 
week, each ad illustrated by a mat 
showing a remodeling project. 

“The ads furnish more leads than a 
part-time salesman can handle,” says 
McKinnon, “but most people will go 
along and wait their turn until I can 
contact them.” 


SIGNS AND BILLBOARDS, also regular newspaper advertising, is used. to 
promote home improvements. Billboard is on main approach road to San 


Bernardino. 


KEY MEN in Gibson's remodeling department program are John McKinnon, 
left, who heads sales and makes on-the-job inspections and his chief sub- 


contractor, E. B. Howard. 
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3 distinctive 
wood patterns 





16 luxurious 
color tones 


newest, easiest profit-maker! finest wood paneling you've ever seen... or sold! 


It’s the newest, easiest way to make money with pre-finished And it’s perfectly uniform from one board to the next... so 
wood paneling! Sells for about half that of paneling of com- there’s never a matching problem! 
parable beauty . . . yet there’s nothing — no, nothing —to match 


Kae iki : A natural for new construction or re-modeling, so — at last! 
its richness. Your sales soar and profits just pour in! 


—you’re in the pre-finished wood paneling business for money ! 

Not a paper or a plastic laminate, Miraply is grand new pre- 
finished hardwood piywood patterns...with each wood grain and 
color skilfully selected for its own peculiar elegance. Features caked a -mm oF-&ad-s @al-walealeo! dl: Morel lol a— 
all of wood’s carefree, durable, stain-resistant characteristics. 











.see for yourself 
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MIRAPLYS MIRAPLYS MIRAPLYS 











Beautiful, ovefree 


MIRAPLY 


— plefi anaihed hardwood plywood pattelns 
ie | for Homes, Offices, 
,. ‘f | Stores and Institutions 


MIKAPLY is completely pre-finished, needs 
no sanding, staining or varnishing—no ‘‘on- 
the-job" finishing of any kind. 

SILVER 


a fi Py MIRAPLY panels are perfectly matched for 

is , } etme) grain and color so there's complete uniform- 
WE | i th 4 ity from one panel to the next. 

y By 4 1, ' MIRAPLYS tine furniture finish, a highly 

ut EE resistant lacquer, resists dirt, stains and 

” a grease-marks to retain a rich loveliness for 


DAWN GRAY 
years of carefree homemaking. 


z rET 


¥ 


‘hit 


rt 
we 


may tar 

s i MIKAPLY goes up easily, quickly in large, 
Bind LTE EE : ; 

Fi, By standard-size 4’ x 8’ panels by nailing to 
; 4 | | 

# 


{ fe < & i ; 

fe 14 : va Nhe MIRAPLY is random grooved to fall on 16” 
BLEACHED RUSSET centers, half-grooved at the edges to hide 
FF faa ies) | AP Es __ butt joints. 


. 


| Worn } DEALERS! 
at q aj j HiT " 
o, Ve Ae rit - WRITE NOW FOR ALL THE DETAILS ON 
THIS NEW PROFIT OPPORTUNITY. . . PLUS THE 
NAME OF YOUR NEAREST DISTRIBUTOR! 


studding or cementing to existing walls. 


FRUITWOOD PARCHMENT 


Circle No.1 on the Handy Cover Card. 


MIRATILE MANUFACTURING COMPANY 


8201 SOUTH WALLACE STREET, CHICAGO 20, ILLINOIS 





CHAMPAGNE Branches: Elkhart, Indiana « Whittier, California * Fort Worth, Texas 
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HOME IMPROVEMENT PLANNER Arthur Campen, in foreground, working with lum- 
beryard manager Robert S. Tomb, West Side Coal & Lumber Co., Bloomington, Ill. 
Campen works with many dealers by mail. ‘Personal contact isn't necessary; it's just 


faster,"" Campen says. 


Customized Plans Are Key to Package 
Selling Success, Says Consultant 


“The most important single home 
improvement selling tool for lumber 
dealers is the custom-drawn plan, 
personalized with the prospect’s name 
on it,” says planning consultant Arthur 
B. Campen, Peoria, Ill. 

Campen works closely with a large 
number of lumberyards as home im- 
provement consultant, preparing 
working drawings for these dealers on 
a per-job fee basis. A former lumber- 
yard manager and millwork specialist, 
his home improvement and new home 
plans have been used on literally 
hundreds of jobs in all parts of the 
U. S. Campen’s methods enable him 
to work satisfactorily by mail with 
dealers he’s never seen. 

“When a dealer has a home im- 
provement plan made for a prospect, 
after having properly qualified him 
for ability to pay for the improvement 
and his intention of going ahead with 
the job, he has effective control of the 
sale,’ Campen told American Lum- 
berman. 

“The dealer should never let the 
drawing get out of his hands. If you 
charge for the drawing, then it be- 
comes the property of the prospect 
and he is free to shop it around for a 
better price. Then you’re back on the 
same old unprofitable basis of meet- 


ing a low bid,” Campen commented. 

Operating method. Campen’s home 
improvement planning is based on re- 
taining as much of the original struc- 
ture as possible, while putting needed 
changes into floor plans and improv- 
ing the appearance of the home’s 
exterior. 

The dealer makes a floor sketch of 
the prospect’s present floor plan. Then 
snapshots are taken to show the com- 
plete outline and exterior appearance 
of the house. Third, a plot plan is 
drawn. 

Now comes the dealer’s letter of 
comment and freehand sketch of the 
changes desired. 

Existing floor to ceiling heights, 
distance from floor to top of windows, 
height of second floor sidewalls if 
ceilings are sloped, and direction of 
ceiling joists over the first floor—all 
these simple details are furnished to 
Campen. 

“We send the dealer exploratory 
drawings for study and correction or 
approval,” Campen explained. “Com- 
pleted drawings will be made from 
this in sufficient detail to enable a 
contractor to carry out the prospect’s 
ideas in the most economical way.” 

Campen’s fee for a complete set of 
home modernizing plans is $50. 
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‘Here's a book | 
I think you 
Should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 

50c 
99 Ways To Sell At A Profit 


Against Cut-Price Competition 


AMERICAN LUMBERMAN 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents each; 6 to 10—40 cents 
each; 11 to 50—35 cents each; 51 to 100 
copies 30 cents each. 


To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


Pease ae eee eee ee ee 


AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


Send me - copies of "99 Ways 


to Sell at a Profit Against Cut-Price 


Competition.'" Money to cover is en- 


OD itenciecentanina 
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“‘Nothing cuts like 
L-O-F window glass’ 


—Earl Hall, owner 


Cunningham Hardware, Des Moines, lowa 


‘‘Believe me, the clean, easy cutting I get with Libbey-Owens: 
Ford Window Glass saves me time and money. And the service 
and sales aids I get from my L-O-F distributor make my glass 
department a pleasure to run. 


‘My customers demand top-quality merchandise . . . they get 
this and more . . . from Libbey-Owens: Ford.” 


FALL “FIX-UP TIME" IS HERE 


Your customers will be checking their windows and storm sash 
to put them in good condition for winter. Be sure you have 
adequate stocks of all standard sizes of glass. Specify L-O-F— 
best-known label on window glass. While you’re at it, ask for a 
supply of point-of-sale material to promote greater glass sales. 


eo 6 2:6. 6 6 Wi st re ot ge eRe gna Oe eee en ae 
= — 
§ New box rack needs only 12 square feet 


of floor space 


Holds glass right in L-O-F’s 
self-storing plywood side 
boxes. Easy to construct. 
Ask for blueprints of WG-3 
Rack. Also, order ‘For 
Greater Profits’? booklet 
which contains plans for a 
variety of glass-storage 
racks. Call your L:O-F Glass 
Distributor (listed under 
‘“‘Glass” in the Yellow Pages) 
or write to Libbey’-Owens: 
Ford Glass Co., Dept. 6599, 
608 Madison Ave., Toledo 3, 
Ohio. 




















ECTION Aa 


LIBBEY°OWENS:*°FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 
TOLEDO 3, OHIO 
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Control of home improvement business 
brings this comment from Archie Dwor- ees ~ 
man, a New England dealer: —_— 

‘‘We don't have to worry about ac- 
counts receivable. . .the home improve- 
ment market is unlimited!" 










MODEL PATIO erected alongside Arch Lum- 
ber Co.'s new store in Warwick, R.I., illus- 
trates three types: screened, jalousie and 
sliding glass panels in aluminum frames, as 
well as two types of doors. 






TYPICAL PORCH ADDITION developed as 
patio with fireplace, flagstone floor and 
sliding glass panels in addition to screens. 
Selling price by Arch Lumber’s remodeling 
division: $3,600. Fiberglass roofs are used 
on other patio porches. 











DINING SPACE was provided by 3 Senge ® ap’ 
tearing down one wall and adding , ‘ e , be 
to one side of house. This was a 
$3,200 job for Arch Lumber. A 
former contractor customer was 
hired to head up this New Eng- 
land dealer's home improvement 
department. 











AST YEAR, Arch Lumber Co. 

was spread out for 700 feet 
along a spur track in a congested sec- 
tion of Providence, R. I. They had 
outside storage space for a million 
feet of lumber, a warehouse, (60’ x 
200’) and a 4,000 square-foot sales- 
room. 

Today, Arch Lumber is located in 
nearby Warwick, R. IL. in a single 
building, 50’ x 160’. One-half of this 
space is devoted to stocking fast- 
moving building materials; the other 
half to a salesroom and future home 
planning center. There is also parking 
space for 40 cars; none was available 
before. 

The market shift for Arch Lumber 
was from contractor trade to primar- 
ily home improvement and remodel- 


pen te are SEE SOIR. 











ing business. The firm has completed 
about 60 projects for $110,000 in 12 
months. 

“Home improvement business 
means selling quality merchandise for 
a good markup,” explained president 
Archie Dworman. “Payment is 80% 
through FHA, the remainder in cash. 
We don’t have to worry about ac- 
counts receivable—and the home im- 
provement market is unlimited.” 

Arch Lumber at first started with 
two crews of their own. Later, while 
still retaining their crews, they made 
an agreement with contractors where- 
by Arch Lumber would receive 10% 
of the gross as well as all sales of 
materials on job leads turned over to 
contractor customers. Although such 
a plan seemed logical, it did not work. 
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Contractors, Arch Lumber discovered, 
were not good salesmen. They would 
take over a lead from the dealer and 
allow it to die on the vine. Inquiry 
revealed that the contractor had not 
followed through. 

An exception was Bob Platter who, 
although primarily a contractor, also 
had the ability to see a job through, 
suggest new products and new appli- 
cations, and come up with a good sale 
and a satisfied customer. 

Arch Lumber, therefore, made an- 
other logical move. They hired Platter, 
set him up in business and incorpor- 
ated his business as the Home Im- 
provement Division of Arch Lumber 
Co. Platter now works entirely 
through a handful of contractors, 
overseeing their work and guarantee- 


81 











ing the customer final satisfaction. All 
leads come to him; he contacts the 
customer, makes the estimate and 
necessary sketches, draws up the con- 
tract, designates the contractor to do 
the job and follows through the job 
to completion. 

In July of this year, Platter was 
working with four contractors on 
seven different jobs—a two-room ad- 
dition to a home; a patio incorporat- 
ing sliding glass panels; a screened 
patio; two other patios using fiberglass 
roofs and a one-room addition. By 
mid-month, he had piled up $15,000 


in confirmed remodeling jobs and was 
aiming at $20,000 before the end of 
the month. 

There are heartbreaks in the re- 
modeling business too; not everything 
is rosy even at Arch Lumber. Most of 
their frustration stems from the fact 
that customers sometimes do not have 
the necessary credit. Dworman esti- 
mates he has lost $30,000 in business 
where he has worked with the cus- 
tomer up to the point where the bank 
has declined to go along; and another 
$50,000 where the firm didn’t even 
approach the bank. 





the three dimensions of cedar 


The thickness, the texture, the obvious quality of red 
cedar shingles and machine-grooved cedar shakes 
add profitable dimension to your builder sales 
program. Remember, too, when you feature cedar to 
always insist on mill-inspected material. The Certigrade 








label beneath the bandstick of every shingle bundle, 

and the Certigroove label printed on each shake carton, 

are assurances of reliable quality. Specify Certigrade 
and Certigroove. It’s to your profit! 











For application details, see your current Sweet's File...or write. . 


RED CEDAR 
SHINGLE BUREAU 


5510 White Building, Seattie 1, Washington 
550 Burrard Street, Vancouver 1, B. C. 
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CERTIGROOVE 


CERTIGRADE 
‘ . CEDAR SHAKES 


SHINGLES 











When the bank will extend credit 
for part of the total amount asked, 
Arch Lumber immediately offers an 
alternate plan whereby they can some- 
times salvage part of the job. 

Where a kitchen and patio were 
involved for $2,700, Arch Lumber 
completed the patio for half the sum, 
with the hope of picking up the 
kitchen job later. When extensive re- 
pairs and a new kitchen involved 
$4,700, Arch Lumber completed the 
kitchen and hopes some day to get 
the other work. When the last pay- 
ment on any job is made, the bank 
notifies the dealer, whereupon he in 
turn approaches the customer sug- 
gesting the remainder of the project. 

Arch Lumber’s only advertising for 
months was a simple insertion in the 
classified columns of a local news- 
paper, seven times a week. They 
discovered that the classified ad reader 
is apt to have genuine wants. During 
the first week in February, 1959, they 
received $7,000 in confirmed orders 
through the ad. 

In their new location, Arch Lumber 
started display advertising in the Sun- 
day newspaper on a modest scale 
However, increased walk-in trade. 
combined with results already being 
achieved through the classified ad, 
increased their work load to the 
point where they were temporarily 
swamped. Consequently, they stopped 
the display advertising, but signed a 
yearly contract for the classified ad. 

“Our daily classified advertising 
costs us $20 weekly,” explained Dwor- 
man. “A quarter page display ad 
costs $160, for which we only get a 
single splash. We intend to use display 
ads from time to time but for down- 
right consistency, we’ve found we 
can’t beat the classified columns.” 

Arch Lumber is presently complet- 
ing a model kitchen on their salesroom 
floor and have made arrangements 
for a line of builtins and other ap- 
pliances. When this is completed, they 
intend to add a model bathroom. 

“When a builder comes in with a 
set of plans and a request for a bill of 
materials, we just have to tell him 
we’re sorry,” said Dworman. “It’s 
home improvement for us all the way.” 








HOME IMPROVEMENT DIVISION truck 
carries a sign detailing the many types 
of jobs handled by Arch Lumber Co. 
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YOU GET THE incest QUALITY 
WHEN YOU SPECIFY 


PUG HERING 


“GOLD MEDAL” LUMBER 


Pickering “Gold Medal"’ lumber starts with a superb stand of 
high altitude, virgin timber on the west slope of the Sierra Nevada 
mountains where growing conditions are especially favorable. 


‘ Mee Naira aA rs “Gold Medal"’ standards are maintained throughout all manvu- 
Always specify Pickering ‘‘Gold Medal” lumber—Sugar facturing and shipping operations—sawing, milling, kiln drying, 
Pine, Ponderosa Pine, White Fir and Incense Cedar when grading, loading. 
you want the best. 


Standard, California (Near Sonora, Calif.) 
T Senora 


PICKERING LUMBER CORPORATION abana 1 27141 
Tuolumne WA 8-4213 


. Corp. Standard, Calif. : 
MILLS: West Side the. Pow. Tuolumne, cone + ver come 1168 
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“WEST SIDE" 


Has Gone All-Out to Make YOUR Job Easier! 





eee 
sess ae | 


Dealer Becomes 
“ Sales Agent for 
see SENe ae er Contr actors 


ep te SELECTING A PLAN! 








_ in ADAPTING 2 PLAN to YOUR 
— fp APTOS 0 Ll to Von Pa oe 
PARTICHLAR WEEDS! —Help in SELECTING BUILDING 
Hep fo SECTING 2 GO BONG STE NOP Nenana rc 
—Hhelp in SELECTING 2 CONTRACTOR! —ON-THE-JOB GUIDANCE While YOU BO THE WORK! 


Package selling enables Illinois lumberyard 
to sell home improvement on a non-competi- 
tive basis. 


—FREE ESTIMATE of Entire Home Cast —FREE ESTIMATE of COMPLETED CdsT! 
@ ONE-STOP REMODEL & REPAIR SERVICE 


SY so REFAM or REMODEL you heme! Toke one of mere seeded jeby concerning your 
tom beginning (0 ond including — 





Mow WENT HOF maker # hal 
Pome one =. hendie at one Been 


PLANS!...IDEAS!... MATERIALS!... LABOR! 
All Completely Packaged In 
ONE LOW MONTHLY PAYMENT! 
tatnts st me  “SAYCEE HOME SHOW” ®c" 


Dur Home Kaper: Will Br on Ham! to Amwer Amy Questions Prriaining to New tome 
freastrertion Legit ot Memateting 








Whenever You BUILD, REMODEL or REPAIR Gtart by Coming Te 





DWest Side © | 








West bide Coal & Lumber Home Tabloid Sal Mich 31 


COMPLETE PACKAGE concept is stated tersely in news- 
paper ad written by Bob Tomb, Bloomington, Ill., yard 


manager. ‘‘It's hard work, but it's profitable,"’ 


“If you don’t have the family room 
you want, it’s because you haven't 
been to West Side Coal & Lumber 
Co.,” says the radio announcer. This 
attention-getting statement is unusual 
in several ways, one of which is that 
the announcer is not a regular radio 
station employe, but is Bob Tomb 
(rhymes with “bomb”), manager of 
West Side Lumber, long-established 
Bloomington, IIl., firm. 

One of the owners responding re- 
cently to this invitation was Page 
Whitmore, an executive employed by 
a local manufacturing firm. Mr. and 
Mrs. Whitmore own a well located 
ranch style prefab. They needed a 
family room and garage; floor slab 
for both were already finished. 

A phone call brought West Side 
Lumber salesman Vince Ambrose to 
make recommendations. A_ special 
plan was made based on measure- 
ments taken. The plan contemplated 


84 


Tomb says. 


re-use of several windows in the 
original Whitmore house, so as to hold 
costs low. After plan approval by the 
Whitmores and agreement on materi- 
als to be used, the job was bid by 
contractors working with West Side’s 
home improvement program. The job 
is to be completed shortly. Substan- 
tially all materials are to come from 
West Side’s inventory. 

Why home improvement? Manage- 
ment of West Side Coal & Lumber 
Co. saw clearly a number of years 
ago that the day of making a profit 
solely by meeting competitive bids has 
drawn to aclose. They saw two choices: 
either reduce the quality of materials 
handled so as to meet competition, or 
develop other compelling reasons for 
the customer to buy from them. 

“We selected the latter method,” 
manager Tomb told American Lum- 
berman. “We invited to dinner the 15 
contractors we were regularly work- 


ing with. We said to them, ‘If we are 
willing to advertise we’re headquarters 
for home repair and remodeling, will 
you folks be willing to be competitive 
in your bidding on the jobs we 
develop?’ They agreed so we went 
ahead.” 

Tomb said that, contrary to the 
opinion of many dealers, this move 
has actually improved contractor re- 
lations. 

“They're getting opportunities to 
figure plans the year around,” he said. 
At least three of these contractors are 
invited to bid on every job developed 
by the firm. 

Important sales tool, WSC&L offers 
home improvement prospects a cus- 
tom home improvement planning serv- 
ice, finds it brings many jobs, enables 
them to sell on a non-competitive 
basis. 

“We never figure lists of materials,” 
Tomb explained. “It serves no purpose 
for most owners are ignorant of ma- 
terials. What they really want are the 
living benefits home improvement 
brings. This we deliver in large meas- 
ure. 

“If a man wants a home improve- 
ment job, we’ll make a plan for him 
after we’ve qualified him as interested 
and serious about going ahead and 
able to finance the work. Bear in 
mind we don’t sell plans. The plans 
remain our property. We never even 

(continued on page 86) 
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WEYTONE 


Weyerhaeuser P| Prerinisen 


prime-sealed hard- 


decorative hardboards | i : board needs no 


painting. Baked 
finish resists 
stains and wear. 


are real sales builders... 


WEVTEX 


STRIATED 


deep striations create 
handsome irregular 
ridge effect. 


“V" GROOVED 


shallow beveled 
grooves in plank or 
block patterns. 


for rich interior designs 


TEMPERED WEYTEX 


"U" GROOVED 


a distinct vertical 
plank pattern. 


STRIATED 


shallow combed, 
rustic wood 
appearance. 


"U" GROOVED 
STRIATED 


for additional information write: rich texture 
combined with 


Weyerhaeuser Company WEEE vertical plank effect. 


Silvatek Division Tacoma, Washington 
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AGENT FOR CRAFTSMEN 


(begins on page 84) 





allow a drawing to be taken out of our 
office by a customer. 

“However, we personalize our 
plans. Each sheet actually is specially 
drawn and is lettered ‘For Mr. and Mrs. 
So-and-So’. This rapidly gets us past 
the element of price and on to the 
parts of the job which will mean 
improved livability and home value.” 

Manager Tomb has an arrangement 
with an independent remodeling con- 
sultant, pays a fixed fee for each plan 
drawn. In this way overhead cost is 
directly related to sales volume rather 
than setting up as fixed expense the 
salary of a draftsman at the yard. 

Prospects aplenty. “We have so 
many prospects for home improve- 
ment jobs, we sometimes think we 
can’t keep up with them,” Tomb said. 
“But of course we always do. There’s 
a terrific opportunity for service at a 
profit in home improvement; people 
are hungry for it. Actually, the main 
thing we are selling is our reliability 
and skill in giving them what they 
want for a price they can afford. It 
takes more than an eight-hour day, 
but it pays off.” 

Tomb admitted much night work 
himself, contacting prospects, and 
reports by the firm’s other four ex- 
ecutives, including two whose full- 
time work is owner and contractor 


Custom Family Room 


CFIREPLACE OPTIONAL 


pic ae 
Wr 
Za 
4 


TOOLS FOR SELL- 
ING line walls of 
West Side Lumber. 
Here a young fam- 
ily consult with a 
West Side  sales- 
man who demon- 
strates com- 
bination window, 





contact, reveal the same record of 
long hours working with prospects. 

Under such circumstances, how 
does manager Tomb find time to be 
his own radio announcer? 

“I tape a full week’s radio spots 
once each week,” he explained. “I 
figured my voice is enough different 
from the regular announcer’s that 
we'd get better attention. We’re using 
one-minute radio spots five times 
each day, five days per week. This 
has been going on for the past five 
years.” 

Extensive use is made of newspaper 
advertising. Total advertising imnvest- 


ment is approximately 2% of annual 
sales. 

In addition to radio and newspaper 
ads, West Side has a booth at the 
local annual home show. Tomb each 
year teaches an adult education course 
in home planning, “a most rewarding 
activity, conducted in a strictly non- 
commercial manner,” he said. 

Manager Tomb and his associates 
increase their personal incomes in 
step with company profits through a 
profit sharing plan. 

“We've unlimited incentive in mak- 
ing this program work,” he com- 
mented. 





is Popular Package 





eee —s 
4 


deep freeze 


FAMILY 


PASS THRU,)| 


u 


FOYER 





rq 


_ 





GARAGE 





Family rooms are in growing demand and ideal for the one-stop home improvement re- 
tailer, according to Bob Tomb of West Side Coal & Lumber, Bloomington, Ill. 

At left above is floor pian for combination family room and garage for a Bloomington 
customer. Dealer's salesman, Vince Ambrose, discusses construction at right above with home- 
owners. Plan made use of existing slab, provided for re-use of two large windows and ex- 
terior door from original house, includes features desired by customer. Dealer's promotion 
of custom home improvement service lets yard control the sale while construction is given 


to local contractors. 
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GEORGIA-PACIFIC HARDBOARDS 
ARE FACTORY- FINISHED Here are 3 new reasons 


why Georgia-Pacific Hardboards can be your most saleable line: 
Channel Plank, Channel Square and Garage Liner. With Plain, 
Random-Plank, Square-Scored, Tempered—Georgia-Pacific now 
offers 7 factory-finished Hardboards as part of their wide line. 


CHANNEL PLANK CHANNEL SQUARE 


These advantages help you sell all Georgia-Pacific 
factory-finished Hardboards: 


Warm ivory factory finish is smart, soil-resistant, 
ready to use without painting. 


One coat of paint covers if the installation calls 
for custom colors. 


Cuts smooth and clean, easy on tools. Like all 
Georgia-Pacific Hardboards, these are made by 
a special “resin-spray” process. 
Extra advantages: Decorative Channel Plank and 
Channel Square have shiplap edges to eliminate 
joint problems, beveled channels to make painting 
easier. Garage Liner supports all hangable tools 
and equipment, even heavy lawn mowers. 


GARAGE LINER 


a 


GEORGIA-PACIFIC 


Hardboard & Lumber + Plywood & Redwood + Pulp & Paper 


GEORGIA-PACIFIC, Dept. ALBPM959 
Equitable Building, Portland, Oregon 


Please send me complete information and samples 
of 3 new factory-finished Hardboards, 


Name 
Address 
0 a ee State 
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PACKAGE MERCHANDISING begins on Atlantic Lumber's huge 
illuminated movable-letter signs at street-side. Budget prices 


are displayed. 


home improvement 
selling guide 


Dee Caspary. 


POSTER IN ROOM DISPLAY describes walls, fireplace, ceiling, 
floor, light fixture. ‘‘Factual information is vital,’’ says dealer 


Ten-Fold Sales Increase From Packages 


“Promotion of end-use packages of 
building materials, such as complete 
kitchens, bathrooms and dens, has 
helped us increase our volume ten- 
fold in eight years,” says Dee Caspary, 
Jr., manager of Atlantic Lumber Co., 
Bell, Calif. 


alae i 


ON A HOUSE CALL, salesman Hall takes 
careful measurements to help sell job 
which can be installed fast, with resulting 
customer satisfaction. 


Atlantic Lumber has ten display 
rooms in its acre of building products 
under one roof. These displays are 
built and remodeled by the firm’s own 
salesmen and yardmen. 

“Our package merchandising pro- 
gram results in an average of two 


PACKAGE SPECIALIST Bill Hall adds a 
touch to one of Atlantic Lumber's display 
rooms. “This gives me first-hand experi- 
ence which I translate into my customers’ 
interests,’ he says. 


package sales per week, each more 
than $1,500,” Caspary says. 

Package display rooms at Atlantic 
Lumber include: 

* Kitchen with rough plumbing ex- 
posed so customers can see how the 
pipes are installed; 

¢ Hi-fi room with acoustically-treated 
walls and ceiling; 

¢ A patio using corrugated aluminum 
and fiber glass-plastic materials and 
novelty wrought iron and aluminum 
items; 

¢ A room featuring a variety of 
novelty paneling, another with gypsum 
board walls where joint taping is 
demonstrated, a room where plaster- 
ing is shown in all three coats. 

* A display showing uses of exterior 
hardboard products, open framing 
with insulation in place helps explain 
home insulation work, and many roof- 
ing items. 

Sales methods. Prospects for pack- 
age sales are developed through news- 
paper advertising, direct mail and TV. 
Located in a high-cost TV area of 
southern California, Atlantic Lumber 
has succeeded in getting supplier co- 

(continued on page 90) 
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NVI ANNAN 


“Say, we’re running low on 


Trinity White Cement 


—seems like there’s been a 


‘Vy \ se) Mini. “ail j _ steady stream of it going out.” 
e os | y = | 
MAX De UF “ 
/ ' 


C3 
“Yes, I'll get another order in - “ty, 


—we did a good day’s work for 


ourselves when we stocked 


TRINITY WHITE.” 


\\) 
Nn HI 


The whitest white cement ‘et 5. It’s a true portland cement — 


arn <4 wn 


A product of GENERAL PORTLAND CEMENT CO., Chicago, Dallas, Chattanooga, Tampa, Los Angeles 
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TEN-FOLD INCREASE 
(begins on page 88) 





operation which reduced its TV costs 
by one-half. Newspaper ads are co- 
ordinated with TV. 

Two of the firm’s salesmen average 
two to three evenings each week call- 
ing on prospects, measuring, suggest- 
ing design and construction ideas and 
estimating. Financing is offered for 
90-day terms at 1% per month; neigh- 
borhood banks are called on to finance 
large sales. Local contractors are 
brought in to perform installation of 
package sales where the buyer does 
not wish to do the work himself. 

Judging results. “You can’t judge 
the results of a single promotion dur- 
ing the time you're running it,” says 
Caspary. “When we promote kitchens, 
for example, sales for three to six 
months afterward will outnumber our 
sales during the promotion itself. 
Customers who are interested at the 
time may postpone talking to us until 
their reduce current payments on 
auto, appliances or furniture. That's 
why we use a variety of promotional 
methods the year around.” 

Atlantic Lumber’s total sales vol- 
ume is divided into three almost equal 
parts: one-third consumer sales, in 
which package selling plays an impor- 
tant part; one-third industrial sales; 
one-third contractor sales. 


“And even our industrial sales 
include package selling,’ Caspary 
says. “Some industrial packages in- 
volve remodeling or expansion of 
offices and shops, as well as making 
up display units for appliance manu- 


facturers, for example. 

“This division of volume gives us 
good sales balance,” he adds. “If 
volume in one area falls off, the 
other two help hold up the overall 
balance.” 





REDWOOD SIDING BY TRUCK—Factory-sealed packages delivered to Georgia-Pa- 
cific Corp.'s Portland, Ore. warehouse from Samoa, Calif., part of regular truck runs 
between G-P Pacific Coast operations. Load has 71,000 pounds gross weight, 30,000 


board feet. Protective wrapping eliminates in-transit damage, firm says. 
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THE LUMBERMAN'S ACTUARY 
John W. Barry 


In one book, here are answers to almost 
any estimating problem you may have. 
Use its tables to compute lumber feet 
and price per piece or by the thousand, 
discounts, areas, wages, pricing units 
of shingles and wallboard, mouldings, 
other building materials. Most compre- 
hensive edition ever: now 560 pages; 
top dollar page revised upward to $400 
per M, with starting unit price of $20. 
Easy and quick to use: cut-in index tabs 
give instant reference to any page; 
cover is durable fabricoid with stitched 
binding to lie flat; convenient 532” x 
84" in size. 


HANDY LUMBER CALCULATOR 
PECTS Pree PETLELUPEEE EE CTS 50c 


A usetul pocket size manual including 
a lumber calculator for standard sizes, 
log rules, estimated weights of lumber 
and useful miscellaneous lumber tabu- 
lations. 
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WOOD INDUSTRIES DICTIONARY 
Nelson C. Brown 


Here in one source is a concise, com- 
prehensive explanation of the indus- 
try's terminology. Over 1500 terms and 
definitions, and over 300 abbreviations 
make it a valuable reference. 


CYCLOPEDIA OF BUILDING 
TERMS 


Compiled by American Lumberman.50c 


Useful to newcomers in the industry 
and experienced personnel alike. A 
handy reference to: over 1,000 building 
terms, charts and tables; fundamentals 
of light construction; legal terms con- 
nected with the building field.. 


ee ee ee ee 


(J The Lumberman's Actuary 
(-] Handy Lumber Calculator 


Name 


Enclosed is my check in the amount of $ 


AMERICAN LUMBERMAN, INC., 59 E. MONROE ST., CHICAGO 3, ILL. 


for the books | have checked 


(_] Wood Industries Dictionary 
(_] Cyclopedia of Building Terms 





Address 





City 


Zone State 
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He takes the Quality... 


7 
o” 


YOU get the PROFITS! 


EVERYBODY Southwest quality does it! Keeps °em coming back 
gets ahead for more — whether it’s a carry-away sale of a couple 
with Southwest of boards, enough to build a house, or even a tract. 
5 ; One look at this bright, well-manufactured lumber (that 
"Friendly Indian” proudly bears the “Indian sign” end stamp) tells 
Brand Lumber customers they're getting their money’s worth. Why waste 
your. time trying to sell lumber that doesn’t have the 
kiln dried quality look? Sell Southwest — the brand that 
precision milled delivers value as it builds your profits! 
brand identified 


cansietontly graded You can see the helping hand Southwest gives Nature 


clean, bright appearance — in every board! 


waxed ends 


died ded 


and | 





carefully h 





speedy, dependable delivery 
the year around 





) fouthwest. 


LUMBER MILLS, INC. 


General Sales Office: P. O. Box 908 ° Phoenix, Arizona 
Alpine 8-4811 TWX PX 495 


Eastern Region Sales Office: 135 S. LaSalle St. * Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


Mills: Flagstaff, Arizona °* McNary, Arizona * Corrigan, Texas 


PRODUCING PONDEROSA PINE, DOUGLAS FIR, WHITE FIR, SOUTHERN YELLOW PINE, AND HARDWOODS. 
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Window display ... and ... 


Home Planning Center in store ... 





Sell Profitable Wall System Package 


—aAnd from the wall, you can sell remodel- 
ing for every room in the house, Michigan 


dealer discovers. 


Legg Lumber Co., Coldwater, 
Mich., sparks interest in room remod- 
eling by use of a window display 
showing wood-grained walls. Once 
inside the store, prospects get a second 
“sell” in the firm’s home planning 
center. 

The firm uses the Panelok wall 
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system in both displays, which incor- 
porates Adjust-a-Bilt hardware ac- 
cessories for shelving, as shown above. 

The planning center has more than 
doubled customer interest in the deal- 
er’s remodeling services, according to 
Bill Bobier, manager. 

Any lumber dealer, with even 


limited space, can duplicate his plan- 
ning center, Bobier said. The Panelok 
wall is the focal point of the center. 
On it are suspended a lighting trough, 
a display shelf, a drawing board, racks 
for display of books and a conference 
table. 

Because the walls are functional, 
such floor space ordinarily devoted to 
desks and displays is conserved. Soft 
light shines through a 96” curtain 
covering a window. 

Masonite Corp. offers a price con- 
cession on material used on dealer 
premises. A floor plan showing the 
Legg Lumber Co. planning center 
layout is also available to dealers 
through Masonite’s Dealer Service 
Bureau. 
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THE All-New Cameo | SERIES... 


World ¢ Finest 


Low-—Priced 
Chower Enclocures! 


A COMPLETE LINE! 


24” Shower Door. 
5’ Recessed Tub Enclosure. 


Double Rollaway Stall 
Enclosures, Any Width to 48”. 


QUALITY GUARANTEED | 
BY THE MAKERS OF exmalame 


at HH Cameo 8708 — $4.99 
5 FOOT RECESSED LIST 


HEADER AND FRAMES GUIDE AND FRAMES TUB ENCLOSURE PRICE 


Header sketch shows direct suspension on lifetime 


HEAVY 7/32” ROLLED GLASS 
IN MISTED SIMPLEX PATTERN 


Permonium bearings and interchangeability of panels. 


Frame is specially extruded 1,” by 1” aluminum. 


SILVERY BRITE-ALUMILITE* OR 


FROSTI-GOLD ALUMILITE FINISH 
LARGEST MANUF, 


eo r rs TWO COVINGTON TOWEL BARS 
2 S, ) C ON EACH CAMEO ENCLOSURE 
; . oor. ompany 


Of AMERICA Cameo is a full 60” high, fits any 5’ recessed tub opening width to 58! 
For abnormal widths, matching jamb adapters are available (see reve 
side of sheet). Bumpers and silencers are standard—no metal-to-me 
oO contact! 


- € 
SHOWER ENCLOSU™ 


1 PERMALUME PLACE’?>N.W. ATLANTA 18, GA 


FORM C-68 COPYRIGHT 1959 BY SHOWER DOOR COMPANY OF AMERICA 





Cameo YOUR COMPLETE LINE OF 


Low-PRiceD Quality encLosures 


Cameo 850 
24” x 66” STANDARD $4990 


SHOWER DOOR sei 


and it’s Revorniblo! 


HINGES RIGHT OR LEFT SIMPLY BY TURNING UPSIDE DOWN 


HEAVY 7/32'’ ROLLED SILVERY BRITE-ALUMILITE® 
GLASS IN MISTED OR FROSTI-GOLD 
SIMPLEX PATTERN ALUMILITE FINISH 





3/8” ADJUSTMENT FOR | * 
OUT-OF -PLUMB WALLS! Exclusive latch adjustment fits 


openings 23-%” to 244%”. 


DOUBLE ROLLAWAY 














QUANTITY DISCOUNTS im | : q STALL ENCLOSURES 


1 Dozen or more units 
per order, additional 6% 


Full 72” above curb, Cameo is glazed 
: ‘ with heavy 7/32” misted Simplex glass. 
2 poroist wh crecaias 6% lus 4% ae | Two Covington towel bars are standard! 
—saeliesinanall plus Your choice of silvery Brite-Alumilite or 

j FrostiGold Alumilite finish. 


FULL FREIGHT ALLOWED 
ON 5 OR MORE atl Cameo 860-A 


Fe ae Liddle ji Custom-fits any specified $7990 
In Continental U.S., 5 unit minimum “te t width up to 42”. Specify 
may include any brand of shower en- gh crea when known. 
closure manufactured by ShoDoCo. 


Lesser orders FOB factory. SAND-CARVED DESIGNS Cameo 860-B 

No Charge for Crating AND MONOGRAMS Custom-fits any specified  $§490 
width from 42” to 48”. PRICE 

CONTOURED FILL STRIPS furn- Series of 12 beautiful designs (see Specify when known. 


ished for low tile when specified; Permalume literature) and mono- : : : 
$1.35 list for 6” filler; 35c list for grams furnished with Cameo upon re- NOTE: If no dimensions given on 860-A, 
made to fit standard 42” opening. If no 


additional 6° or fraction. — dimensions given on 860-B, made to fit 


SAND-CARVED DESIGNS bead cpenen, 


JAMB ADAPTERS for Cameo tub or $8.50 each, list price 
stall rollaway enclosures give %” SAND-CARVED MONOGRAMS 


width each; list at $3.50 each. $4.50 each letter, list price 
LARGEST MANUF ao 


"Up 


Wee, Dor: Company 


OF AMERICA 


1 PERMALUME PLACE N.W ATLANTA, 18, GA 


PATENTED 


al € 
SHOWerR ENcLOSU® 


“Beautifying the Nations Bathrooms” 





home improvement 
selling guide 


Big-Ticket Remodeling Plan 
In One Word: “Sectionalize’ 


Texas dealer wins home improvement customers by selling them 
what they can pay for now, then planning the complete job for 
iater completion in easy, budget stages. 


How do you handle a prospect who 
needs extensive remodeling or repairs, 
yet can’t meet a heavy monthly pay- 
ment? 


AD CAMPAIGN 
ties name of Houston 


“Sell them a sectional plan,” advises 
Avery Burrage, manager, Houston 
Home Repair, a division of Houston 
Lumber Supply, Inc. “We __ solicit 





Home Repair, Inc. to par- 
ent company. Copy in- 
vites readers to “Take 
advantage of our many 
years experience as a re- 
tail lumber dealer. Let us 
help you with your plan- 
ning to add a room, den 
or just plain remodeling. 
Home repairing is our 
specialty. Call us now." 


FORK-LIFT LOADING gets 
heavy supervision by of- 
ficers of Houston Lumber 
Supply, Inc. and Houston 
Home Repair, Inc. 
George Hall, left and Bill 
Landers, right, partners; 
R. A. Burrage, center, is 
manager of Houston 
Home Repair, Inc. Active 
in Houston for only two 
years, the trio have 25 
years of combined ex- 
perience in the lumber 
industry. 


Houston Lbr. Supply, Inc. 


Redwood 2x4—8’, 2x4 «~*Fir, 
each 39C oer lineal foot ........ ‘ 4c 


4x8— V4" |2x6—10 Fir, 
each. leach. ousainat 


Take advantage of our many years experience as a retail 
lumber dealer and let us helo vou with your planning to add 
@ room, den, or fust plain remodeling. Home repairing is our 
specialty. Call us now. 


HOUSTON HOME REPAIR, INC.- 


12502 HEMPSTEAD HWY. 


Phone HO 2-3456 
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major home improvement jobs and 
believe that a well-drawn plan—of- 
fered free—is the primary sales tool. 

“It serves two purposes: gives cus- 

tomers something tangible to think 
about and adds a_highly-personal 
touch—a drawing of their own home! 
But if they shake their heads over the 
package price, it’s time for ‘section- 
ing”. 
Burrage finds out how much his 
customers can spend now, then out- 
lines on the sketch whichever phase 
of the project can be completed for 
the available sum. The rest of the 
work is broken down into two or 
three sections, suited to the customer’s 
financial ability. 

“This system may seem involved,” 
Burrage admits, “but it has distinct 
advantages. After you’ve gone to so 
much trouble, the customer almost 
never asks for competitive bids on 
future work. The psychology is un- 
beatable when the planning is already 
completed and only a ‘go ahead’ 
stands between the customer and the 
home of his dreams.” 

Until Burrage joined the firm last 
January, Houston Lumber Supply did 
not solicit home improvement jobs. 
They just supplied materials, turning 
over the jobs to small contractors. 
Already competitors are said to be 
feeling the bite taken out of their 
business by Houston Lumber’s one- 
man home improvement sales crew. 

“The average price of one of our 
jobs is increasing and most of them 
are running almost $4,000,” said Bur- 
rage. “That’s the kind of business we 
want. We’re perfectly willing to leave 
the small, cheap jobs to the fly-by- 
night operators. They’re looking for 
quick decisions and no call-backs. We 
prefer to go slow and provide service 
for the people who need long-range 
programs. Not wealthy people, neces- 
sarily, but those who are far-sighted 

(continued on page 96) 
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REMODELING PLAN 


(begins on page 95) 





enough to grasp as much as a five- 
year sectional plan, if their budgets 
don’t allow a faster job.” 

Sales technique. Burrage’s methodi- 
cal selling plan works this way: after 
he has talked with his prospect, he 
draws up the plans. Materials are 
taken off and the cost is estimated. 
Contractors’ costs are next figured and 
the company’s profit is added to the 
sub-total. Then, and only then, does 
Burrage talk price with his prospects. 

“Sure,” he commented, “they're 
always a few who insist on a right- 
now estimate. I usually manage to 
avoid this by saying that any price | 
give them without planning and figur- 
ing is likely to be wrong. The few who 
are too impatient to wait usually aren’t 
in a serious buying mood anyhow.” 

After the sale is closed, Burrage 
draws up a contract, which includes 
every phase of construction. A copy 
is given to the homeowner and each 
sub-contractor—this latter device to 
protect Houston Home Repair if pro- 
visions of the contract are violated. 

For several years, the southwest’s 
most popular home remodeling pro- 
ject has been the conversion of a 
garage into a den or family room. 
Kitchen modernization runs a_ close 
second. In addition to major projects, 
others have included erecting chain- 
link fences, designing cornice boards. 
laying out driveways and _ installing 
carpet and linoleum. 

“And, of course, we run into a lot 
of do-it-yourselfers,” says Burrage. 
There’s a lot of good will available 
just for going along with people who 
can only spend a limited amount and 
save by doing some of the work them- 
selves. 

“We believe it’s profitable to supply 
plenty of advice when the customer 
wants us to leave the inside or out- 
side finishing to him.” 

Unusual-job. One of the unusual 
jobs recently completed by Houston 


Home Repair included a large garage, 
extra bedroom and bath for a frame 
home in the $12,000—$14,000 class. 

A three-car garage was needed by 
the owner, but because the lot was 
long and narrow, there was no room 
on either side for a driveway to the 
rear. Burrage opened up the existing 
garage—now usable for storage— 
and made a passageway by installing 





Components for Improvement: 


Houston Lumber Supply is 
currently experimenting with 
components, which can be used 
on remodeling jobs. 

“By selling a builder an 8’ 
section of wall,” explained vice- 
president Bill Landers, “instead 
of pieces of lumber, we can save 
him money. By using skilled la- 
bor in one central place, we can 
eventually produce a semi-fin- 
ished room complete with roof 
which could be assembled in 24 
hours.” 











a second overhead door in the back 
wall. 

A long, curving driveway was then 
laid out for a parking area and access 
to the new _ garage-workshop. The 
additional bedroom was built between 
the house and garage. Glass doors 
decorate one side of the room, open- 
ing onto the patio formed by the new 
L-shape of the home. Luxury features 
of the room are indirect, cornice- 
concealed lighting; one cedar-lined 
and one walk-in closet; a linen closet 
and aluminum windows. The existing 
half-bath was enlarged to include a 
triangular, glass-enclosed shower stall. 

The job cost the customer $4,000. 
In addition to a well-planned and well- 
executed job, the customer also got a 
great deal of careful planning to 
preserve the original street view of the 
home. 


INTERIOR AND EXTERIOR VIEWS of $4,000 project involving extra bedroom, garage 
and conversion of half-bath into a full-size bathroom. Three-car garage and work- 
shop, right, were built while connecting wing, center, has a bedroom and bath. 
Materials used included oak flooring, ceramic tile; glass-enclosed shower and 
fixtures; roofing and siding; indirect lighting fixtures; glass patio doors and aluminum 


windows. 
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Word spreads. “To illustrate how 
word gets around about the work you 
do, take the Houston doctor’s house 
which we repaired and remodeled 
after a fire,” cited Burrage. “Our 
company was recommended to the 
customer by a supplier. The job began 
with figuring the damage for the 
insurance company, then offering a 
low repair bid. We got the repair job, 
subsequently sold the doctor some 
extensive remodeling and will soon be 
into another ‘section’ of the planning 
—an addition to the home.” 

In addition to installing a heating 
unit, previous source of the fire, 
Houston Home Repair replaced the 
water-damaged Sheetrock and re-did 
most of the trim. The partially-des- 
troyed hip roof was replaced by a 
more modern, redwood  gable-end 
design by Burrage. 

When the remodeling project was 
completed with plumbing, refinished 
cabinets, linoleum and carpeting, some 
$6,300 was added to Houston Repair’s 
fast-growing sales record. 

Houston Lumber Supply and_ its 
affiliate company plan a slow, but 
strong sales expansion. Exhibit space 
was taken in this year’s Home Show to 
introduce the remodeling department. 
Currently, the only mewspaper ad- 
vertising is a series of small newspaper 
ads and an ad in the phone directory 
classified section. Burrage finds that 
telephone solicitation and verbal ad- 
vertising by a pleased customer are 
his best sources of job leads. 

Promotion plans. “We're contem- 
plating a crew of outside men,” says 
president W. J. (Bill) Landers, “more 
concentrated newspaper advertising 
and some sort of promotion around 
our telephone number. It’s the best 
one in town for our kind of business—- 
HOmestead 2-3456. 

“My partner, George Hall, and | 
weren't too sure there was any re- 
modeling or repair business left in this 
city,” smiled Landers, “but our sales 
figures from Houston Home Repair 
currently amount to 15% of our total 
gross.” 


“a 


THIS $6,300 JOB was handled by Hous- 
ton Home Repair after fire destroyed 
most of the hip roof. Repairs included 
modern-style gravel roof finished with 
California redwood gable ends, designed 
by manager Avery Burrage. 
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For greater customer satisfaction 


Cell Kiln-dried 


When you sell Weyerhaeuser 4-Square Kiln-dried 
Lumber, you sell satisfaction. 

That’s because Weyerhaeuser’s scientific kiln- 
drying removes the excess natural moistures of 
wood through controlled seasoning, preparing 
lumber for the best result in final uses. 

Weyerhaeuser 4-Square Lumber, because of 
kiln-drying, has increased strength properties— 
bending strength, vertical strength, stiffness, and 
hardness. 

Also, kiln-dried lumber holds nails securely, adds 
strength to the framing, and substantially reduces 
movement in the finished building. 

Builders have confidence in Weyerhaeuser 4- 
Square Kiln-dried Lumber because they know it 
means better buildings . . . with fewer complaints 
or call-backs. 

You can have confidence when you sell Weyer- 
haeuser 4-Square Kiln-dried Lumber because it 
means satisfied customers . .. with repeat orders. 


Weyerhaeuser 














M-SQUARE 





LUMBER AND BUILDING PRODUCTS 


i 


& 


% 


September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


Kiln-drying 
offers outstanding advantages 


Dimensional Stability —Scientific seasoning before 
milling to size promotes a more uniform degree of 
dimensional stability in lumber. Weyerhaeuser 
4-Square Kiln-dried Lumber is thus prepared to 
better resist possible dimensional changes. 
Finish and Workability — By kiln-drying, the cellular 
structure of wood takes on a more uniform com- 
pactness which improves workability. Kiln-dried 
lumber welcomes all types of finishes while pro- 
longing their protective life. 
Strength and Durability —Enduring strength is im- 
portant in the structure you build. Kiln-drying 
greatly increases the strength properties of lumber 
by the firm “patterning” of the wood cells and 
fibers. The structural factors of durability are 
thus preserved. 

Your Weyerhaeuser District Representative 
will be happy to show you how you 
can turn these advantages into extra gamit 
sales. Ask him for more information 
on Weyerhaeuser 4-Square Kiln-dried 
Lumber next time he calls. 


Weyerhaeuser Sales Company 


FIRST NATIONAL BANK BUILDING © ST. PAUL 1, MINNESOTA 


-) + :* 
Counc’ 
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REMODELING 
SERVICE GORP. 


ROB LUN 




















NEW REMODELING SERVICE was an- 
nounced last January in this display ad. 
Firm uses American Lumberman's mat serv- 
ice for ad illustrations, also 1,500 copies 
of HOME Maintenance and Improvement 
magazine published by American Lumber- 
man for mailing to dealer customers. 


HE DECISION to establish a completely separate 

Remodeling Service Corp. was made early this 
year by John C. Lunney and Douglas Robertson, who 
operate the Rob-Lun Lumber and Builders Supplies, Inc. 
firm in Niagara Falls, N. Y. 

Remodeling has become an increasingly important 
part of their volume ever since they went into package 
merchandising in April, 1957. The reason for a completely 
separate department, as explained by president Jack 
Lenney, was logical. 

“We wanted to break down our costs and see exactly 
how this phase of our business was doing,” declared 
Lunney. “Previously, our costs and sales were merged 
with the rest of our operation.” 

Another good reason was a severe drop in new 
home sales. 


home improvement 
selling guide 


New Remodeling 
Department is Busy 


Closer control over remodeling business, 
drop in new home sales, leads Niagara Falls 
firm to establish separate remodeling divi- 
sion with full-time salesman and own crew. 

New showroom with working kitchen and 
model lavatory, proves springboard for suc- 
cessful sales push. 


SPECIALLY- 
EQUIPPED TRUCK 
for servicing re- 
modeling jobs is 
also good adver- 
tising. One value 
of separate divi- 
sion is that remod- 
eling services can 
be properly man- 
aged, dealer says. 


On January 12th Rob-Lun announced their Remod- 
eling Service Corp. with a %% page newspaper display 
ad. 

“Your complete remodeling service from one source,” 
read the ad. “And most important, from a _ reliable 
concern that you know will be here to service you for 
many years to come. 

“We will cover all your remodeling needs—large or 
small—kitchen remodeling, attic and basement finishing, 
dormers, aluminum or wood siding, picture windows, 
combination doors and windows, partitions and many 
other services too numerous to mention.” 

The ad also emphasized easy terms, reasonable prices 
and quality workmanship. 

New display room. To help promote their new de- 
partments, and celebrate their 10th business anniversary, 
Lunney and Robertson remodeled the second floor of 
their store into a 30’x24’ display room with a full- 
size operating «kitchen (10’x10’) designed by Robert- 
son and adjoining bath. The ceiling is covered with 
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NEW REMODELING DEPARTMENT IS BUSY 





10”x10” samples of every variety of ceiling tile offered 
by their supplier and the walls paneled with sample 
materials, all identified and priced. 

Sales indicate the immediate success of the kitchen 
and bathroom model installations. Three identical 
baths were sold within a few weeks following the model 
installation; each one ran $600 to $1,000. Thirteen bath- 
rooms and lavatory jobs were sold in one month from 
this display. 

Although Rob-Lun will handle every type of remod- 
eling job, special emphasis is on big ticket packages, 


especially kitchens and builtins. They feature their own 
custom-made cabinets. 

The upstairs display room has ample meeting room 
space, which will be made available to women’s clubs 
and architects and contractors, who may wish to show 
their customers different styles and designs, commercial 
or residential. Sixty builders from the Niagara Falls 
area attended the first dinner. 

Newspaper and word-of-mouth advertising coupled 
with competent workmanship at a price people are will- 
ing to pay have kept their mechanics busy ever since 

(continued on page 100) 





COMPLETE HOME REMODELING JOB ran $13,000. Exterior work included aluminum siding with protective 
vinyl enamel finish and new roof. Interior included a family room (15’x30’) with fireplace and full room 
length storage cabinets with louvered doors; remodeled and paneled den; remodeled kitchen; new bath on 
second floor with room left for additional bedroom; upstairs oak floors refinished. Biggest downstairs project 
was removing low ceiling. This job resulted from word-of-mouth advertising by customer who had Rob-Lun 
handle a combination family room and dining room re-modeling job for $3,400. 


BIG TICKETS 


sold and installed 
by Rob-Lun’s Remodeling 


Service Corp. 





VARIED REMODELING JOBS handled 
by new dealer department, left and 
above. Aluminum siding job ran 
about $1,200. Rob-Lun had previ- 
ously installed an acoustical ceiling 
in the living room of this house. Com- 
bination carport-patio and driveway 
job ran $800. Commercial job: pan- 
eling for St. Stephen's Episcopal 
Church. 
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Up 


: Sales... 





WITH BROWN’S SUPERCEDAR CLOSET LINING 


. 


Build greater sales ... bigger profits... 
with Brown’s SUPERCEDAR Closet Lining. Let 
Brown’s SUPERCEDAR help you reduce 

labor costs of plastering, lathing and matching. 
Made from the red heart of the tree, 

Brown’s SUPERCEDAR is pre-packed, tongue 
and grooved and end matched. 

Open the door to more sales . . . cash in 
on greater profits with Brown’s SUPERCEDAR 
. .. the value your customers demand. 

Write today for full information. 





Super 
cM edar 
CLOSET LINING 
GREENSBORO N he 





George C. Brown & Company, Inc., Greensboro, North Carolina 


Gentlemen: 
Please send me your booklet on Brown's SUPERCEDAR 


NAME 


ADDRESS 


STATE 
Finer Products From Cedar Since 1886’ 














Circle No. 46 on Handy Cover Card 


FULL WORKING KITCHEN with builtin 
appliances and adjoining lavatory and 
vanity are outstanding displays in Rob- 
Lun's new second-floor display room. 


PANELING and acoustical tile installa- 
tions have also helped sales, represents 
two of fastest-selling product lines for 
lumber dealers in home improvement 
market. 





NEW REMODELING DEPARTMENT 


(begins on page 98) 





Rob-Lun entered the home improvement field. 

“We've never had to make a cold call since we got 
started,” asserts Lunney. 

The remodeling division has two full-time building 
mechanics and has used as many as seven at one time. 
The division handles all labor excepting electrical and 
plumbing, subletting those. Subs estimate their part of 
the job and their figure is incorporated in the package 
price to the customer. 

Pricing the job. Both Lunney and Robertson have 
been carpenters and contractors and thoroughly under- 
stand building problems. Every estimate made by an 
outside salesman is reviewed before a customers’ price 
is submitted. 

Following the recommendations by American Lum- 
berman’s Art Hood in his management workshop ses- 
sions (attended by Jack Lunney), Rob-Lun adds 3% to 
the job to cover the job guarantee in writing. Customers 
understand and appreciate this protection because of the 
number of irresponsible applicators operating in the 
area. 

(continued on page 102) 
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een gold) That 
Michigan-California is Turning into Famous 
CAMINO QUALITY LUMBER 


The yellow gold of the Mother Lode has long since been exhausted, but the ‘‘green 
gold,"’ ridge after ridge of full-bodied, old-growth trees, is still producing Camino's 
fine, mellow, soft-textured lumber, the delight of the builder, the sash and door pro- 
ducer, the cabinet-maker, the pattern-maker. 


May we sugges? that you become better acquainted with Camino quality! You 


can order in straight or mixed cars—all building items, clears, selects, com- 
mons, dimension, shop and factory lumber, including wide, thick pattern stock. 
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® Ponderosa Pine 
® Sugar Pine 

® Douglas Fir 

® White Fir 


® Incense Cedar 
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More Bounce Per Ounce 
Off Maple Floor— 


Andrew Hill H. S. Gym 
San Jose, Calif. — Installer, Best Floor Co.—— Architect, Edward W Kress 


“LESS DENTS” MAKE SENSE FOR YOU, TOO! 


with 


Livelier, easier-on-the-feet, the floor of this 
new high school gym in California is the 
same as in the Big Ten's latest “gem” 
(Columbus, Ohio) — just smaller. 


Made by J. W. Wells and DIAMOND 
HARD Northern Maple, it's a floor which 
can also take roller skating, dancing, other 
community uses that help “sell” the gym 
— or (if necessary) poy for it. 


NORTHERN MAPLE 
FLOORIN 


J. W. WELLS 


LUMBER COMPANY 
Menominee 9, Michigan 
Phone: UNION 3-928! 

% * pe Member, Maple Flooring 
Write for “Money-Making Gyms Mfrs. Assn. 
(and leads from Wells’ ads in school publications) 








w. C. D. 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE ——- HEMLOCK 
DEFEND YOUR TRADE WITH 








MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 
ried QUALITY LUMBER Kiln-dried 
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NEW REMODELING DEPARTMENT 


(begins on page 98) 





A 10% net profit on labor and materials is the goal 
on most remodeling jobs. 

The firm maintains three pricing schedules: a con- 
tractors’ price, a “middle price” for part-time contrac- 
tors and a homeowner’s price. 

Outside salesman. In addition to the sales contacts 
made by management, Rob-Lun’s remodeling division 
has one full-time outside salesman, a former contractor, 
who works 100% on commission plus car allowance. 
A flat-rate commission is paid on small jobs. The 
minimum customer charge is $5. The mill superintendent 
handles most of the house doctor type of leads in addi- 
tion to some major remodeling leads. 

Title I financing is used on most jobs, although 
quite a few are for cash. A down payment is required 
on most cash jobs unless the customer is well known. 

Sales for the new Remodeling Service Corp. are ex- 
pected to reach $125,000-$150,000 this year. 

Dealer sales control. Although a big push is on re- 
modeling, Rob-Lun doesn’t forget dealer sales control 
in other areas. It recently picked up 18 lots in an “ex- 
ceptional purchase” in the Niagara Falls area. The 
owner had defaulted on most of these lots in which util- 
ities were already in. 

The firm has a contract hardware department with a 
full-time salesman. Metal doors and frames added re- 
cently in this department, are good sellers. This depart- 
ment did about $50,000 last year, but is expected to 
double that figure this year. 

For five years Rob-Lun has had a ready-mix plant. 
Headquarters for this branch is a Cuckler steel span 
building, widely promoted by signs on the premises. 

Rob-Lun even handled a $9,900 contract for erecting 
a National Home for a real estate dealer this year. It 
took the general contract, handling everything from con- 
crete work to labor, even providing the paint! 

One of the management’s newest angles is working 
with realtors to improve older houses for sale at a 
better price as the result of improvements on the prem- 
ises. 


MANAGEMENT 
TEAM of John 
(Jack) C. Lunney, 
left, and Douglas 
(Doug) H. Robert- 
son. 


REMODELING 
SALESMAN 
Tom Hopper, left, 
who spends all his 
time tracking leads 
and selling. Rich- 
ard Heffler, shop 
superintendent, al- 
so follows remod- 
eling leads. 
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Mortite Weatherstrip now comes in 
new eye-catching, speedier-turnover, 
faster-profit packages! 


Here it is . . . redesigned for more sales with Mortite . . . 
the new BARGAIN BOX! A real bargain-buy for your 
customers—the famous, nationally advertised ‘‘Fingertip 
Weatherstrip” —90 feet of the finest weatherstrip 
money can buy. Enough for a full half-dozen windows 
and it sells for only $1.39 per box. 


DEALER PRICE—ONLY $11.12 

That’s list less 3344. Shipping wt. 25 Ibs. 

12 BARGAIN BOXES in each Dealer Carton. 
Newer, bigger profit. You sell for $16.68 
THAT'S: $5.66 PROFIT FOR YOU! 


Completely new and created especially to step-up 
impulse purchasing—the all-new, individually 
packaged JUNIOR BOXES. 12 boxes in each 
Mortite Counter Display Unit. Attractive, 
self-selling, plenty in a box to weatherstrip any 
average window—and at only 29¢ each retail, 
they’ll go like wildfire. 


YOUR COST—ONLY $9.28 

List less 3314 of course. Shipping Carton contains 
48 Individual JUNIOR BOXES packed 12 
boxes to a Counter Display. Shipping wt. 16 Ibs. 
Order by Cartons of 48 only. You sell at 29¢ 

for a total of $13.92 AND THAT'S $4.64 
PROFIT TO You! 

















BARGAIN BOX 
Stock No. B-2 


JUNIOR BOXES 
Stock No. JR-48 


WHAT’S NEW WITH YOUR 
MONEY-MAKING FRIENDS 








Foamflex doorstrip now 
comes in a new improved design that’ 
more efficient than ever! a 


Notice the exclusive, new “Offset” feature —— 
It adds new security—presses against the oor wa 
stop for the most perfect, airtight seal you’ve ever : 


seen. New wrap-around label tells and sells. 
Simple instructions in every FOAMFLEX 
package give easy, step-by-step information. 
Anyone can weatherstrip a door in 10 minutes! 
RETAILS FOR $2.29 

Your customer gets everything he needs to 
weatherstrip a door—even the nails. You get a 
handsome 12-Unit self-selling, Display Carton 
that takes only inches of floor space. YOUR 
COST, $18.32... YOU SELL FOR $27.48 
AND YOUR PROFIT IS... $9.16 


Remember ... you can DOUBLE-SELL! . . . Every purchaser of 
one Mortell Product can be sold the other by simply calling it to 
his attention. 


MORTELL WEATHERSTRIPPING ... NATIONALLY ADVERTISED 
FOR OVER 18 YEARS! 


September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERC 





For complete information and 
name of nearest jobber, write to 


Bvacrtell 
6 Burch St., Kankakee, Illinois 
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REDUCES PAINT REQUIREMENTS 


Noyo treated siding needs no back-priming on 
the job site. Paint flows on easier, covers more 
because oils are held in the paint coat and not 
absorbed by the wood. 

@ IMROVES NATURAL WEATHERING 

@ INCREASES RESISTANCE TO MILDEW 


@ PROTECTS AGAINST WARPING, SPLITTING, 
SHRINKING, SWELLING, SPOTTING, STAINING 


If your customers build in wet weather, stock 
and sell Noyo Water Repellent Mill Treated 
Siding. Contact your Union Lumber Company 
redwood source today! 


© CERTIFIED KILN DRIED 
© CHOICE OF PATTERNS 
© CHOICE OF GRAIN 


TREE FARMERS AND MANUFACTURERS 
FORT BRAGG - CALIFORNIA 


SAN FRANCISCO PARK RIDGE, ILL. 
LOS ANGELES NEW YORK 


Sales Representatives Throughout the Nation 


Member California Redwood Association 
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home improvement 
selling guide 


MT. CLEMENS Lumber's modernized home is bringing more 
prospects. In addition, part of the area's urban renewal needs 
are being solved. 


Home Improvement 


Exhibits Pay Off 


Two recent home improvement model house promotions 
have been good sales builders for their dealer sponsors— 
the Fairfield (Conn.) Lumber & Supply Co. and the Mount 
Clemens (Mich.) Lumber Co. 

Both houses were completely remodeled and opened to 
the public as model home improvement jobs for an indef- 
inite period. Both promotions were staged in cooperation 
with the merchandising staff of LIFE magazine, which 
played up the local lumberyard as the place to go for home 
improvements. 

“Now the community knows us as a source of reliable 
home improvements,” commented Ben Plotkin, Jr., presi- 
dent, Fairfield Lumber, which had never been in the home 
improvement business until this year. “We’re doing home 
improvement jobs in an organized fashion. Our volume may 
run $100,000 this year.” 

Nate Litvin, partner, Mount Clemens Lumber, said one 
result of the promotion is larger modernizing jobs—$5,000 
to $7,000 instead of $500 to $600 jobs. 

“We think we have the answer to urban renewal on a 
private enterprise basis,” he said. “We find that low-income 
families are interested in up-grading their homes, taking ad- 
vantage of special financing available in our community 
through FHA’s urban renewal program. One job of this 
kind by a Negro family will total $7,000.” 

Detailed articles on both these major house remodeling 
jobs ran exclusively in American Lumberman; the Fair- 
field article, April 27 and the Mount Clemens story, 
July 20, 1959. 


FAIRFIELD Lumber's remodeled house may help sell as much 
as $100,000 in volume this year, says Connecticut dealer, a 
freshman in this department. 
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Powerful Advertising and Sales Aids 
help you sell new Marlite Random Plank 


Consistent advertising in leading national consumer 
magazines such as BETTER HOMES AND GARDENS, FARM 
JourNaL, SUNSET, PopULAR ScIENCE and PopuLaR ME- 
CHANICS is pre-selling your building and remodeling 
prospects. Ads in additional publications reach the archi- 
tect, builder, contractor, businessman in your community. 

Tie in with this powerful program. Put these free sales 
aids to work for you and establish your store as Marlite 


gare, 7” ® 
Random Plank headquarters: 1. Full-color envelope Le, Mw | t 
stuffer 2. Full-color counter display (shown above) SS ax. i e 
3. Wall display of actual samples 4. New ad mats and . . . 
radio spots 5. Colorful wall banner 6. New color deck. plastic-finished paneling 
Start making money with Random Plank— Marlite’s ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
newest and most exciting product for random-effect walls 


in any room. Call your wholesaler now, or write Marlite 
Division of Masonite Corporation, Dept. 941 Dover, Ohio. 
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Expands Line of Hardboards 


The Silvatek Products Div. of Weyer- 
haeuser Company has expanded its 
line of hardboards with new striated, 
grooved and prefinished products. 
Shown in photo above, left to right, are: 
Tempered Weytex, with a fine-combed, 
striated surface; Standard Weytex, with 
a deep striated surface texture; Tem- 
pered Weytex, with fine-combed stria- 
tions and U-Grooved; Standard Weytex, 
with a V-Grooved; Standard Weytex, 
with a U-Grooved; and Standard and 
Tempered Weytone hardboard, a new 
prefinished hardboard. 

The new Weytone hardboards are 
finished to a deep lustre sheen that 
needs no further surface treatment for 
use as wall paneling, cabinetwork or 
other application, maker says. Specifica- 
tion sheets on sizes, thicknesses and sug- 
gested uses are available upon request 
from Silvatek Div., Weyerhaeuser Com- 
pany, Dept. AL, Tacoma 1, Wash. 
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Nominal 3/16" Air Space 
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Introduces Silver Cushiontone 


Silver Cushiontone is the newest addi- 
tion to Armstrong Cork Company’s line 
of wood fiber acoustical ceiling prod- 
ucts. The new material contains tiny 
silver-colored metallic chips that add 
unusual and dramatic highlights to an 
installed ceiling. The chips are perman- 
ently set into the material and are pro- 
cessed to guard against tarnishing. 

Silver Cushiontone is being distri- 
buted in a high-style silver and white 
carton at no extra charge to dealers. 
The new carton is easier to display and 
carry since it contains only 32 tiles 
instead of the regular 60. A free apron 
featuring a convenient front pocket for 
carrying tools will be presented to do-it- 
yourselfers who purchase an Armstrong 
ceiling this fall. Armstrong Cork Co., 
Dept. AL, Lancaster, Penna. 
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For more facts, use 
handy back cover 
coupon. 


Develops Ceiling-Height Doors 


Savings up to $10 per opening are 
estimated when builders use new Ceil- 
ing-Height hollow core flush doors now 
available from Simpson Logging Co., it 
is said. The higher doors eliminate costly, 
time-consuming overhead framing and 
there’s no space above door to crack and 
mar interiors, says maker. Too, they 
match modern styling trends. 

Heat and air-conditioning units per- 
form to full usefulness because higher 
doors do away with “air trap” present 
with regular doors, maker states. Doors 
are made 7’ 11” and may be end-trimmed 
as much as 3” from top for adaptable 
fitting. A 542” lock rail across the full 
width of the door gives ample room to 
position lockset where desired. 

Simpson Ceiling-Height doors are 
available in ribbon and rotary lauan, 
rotary birch and hardboard. Simpson 
Logging Co., Dept. AL, 1039 White 
Bldg., Seattle, Wash. 
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Lightweight All-Glass Double Insulating Window Unit 
er’s line of bondermetic and DSA Glas- 


A new lightweight all-glass double in- 
sulating window unit is especially de- 
signed to meet the growing need for in- 
sulating glass in properly balanced dou- 
ble-hung, casement and other types of 
multi-paned opening sash, maker says. 
Fabricated with two lights of LOF single 
strength sheet glass, the new unit is 
25% lighter than the established double- 
strength type, yet has the same insulat- 
ing efficiency, it is said. 

Known also as GlasSeal Thermopane, 
the lightweight unit augments the mak- 


Seal Thermopane types. Overall thick- 
ness of the unit is slightly over 4” 
with a nominal air space between the 
sheets of 3/16”. The units are available 
in 22 standard sizes ranging from 20” to 
40” in width to 16” to 28” in height with- 
in a total area of 1,120 square inches. 
Air between the two lights of glass is 
cleaned and dehydrated to minimize con- 
densation. Libbey-Owens-Ford Glass Co., 
a AL, 608 Madison Ave., Toledo 3, 
io. 
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Reel and Chain-Hung Fixtures 


Moe Light Div. announces a new 
family of fixtures combining the modern 
pull-down with the old-fashioned colon- 
ial chain-hung fixture. The twin-chimney 
unit in the center, in photo above, blends 
easily with ranch house or informal 
setting with its hand-blown opal glass 
chimneys and polished brass shades. 

The reel-types pull up or down to a 
desired distance from the ceiling. The 
chain-hung fixtures have removable 
links in the chain enabling the length 
of the chain to be shortened or length- 
ened. All Moe Light reel hung fixtures 
can be mounted on a special 6’ ceiling 
track. The track comes with cord, cord 
weights, splicing urn, mounting screws 
and 9’ of cord beyond the tracks with a 
plug connection to the nearest outlet. 
Thomas Industries, Inc., Lighting Fix- 
ture Div.. Dept. AL, 410 S. Third St., 
Louisville 2, Ky. 
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Pronto Panel Sheet Board 


New Pronto Panel, a quickly applied 
sheet board, is said to offer all the ad- 
vantages of kiln-dried sheathing, plus 
neater, tighter and more economical 
construction. 

An ideal item for sale to both do-it- 
yourselfers and contractors, Pronto Pan- 
el can be used for sidewall sheathing, 
roof sheathing and sub-flooring. It con- 
sists of kiln-dried sheathing lumber 
sandwiched between heavy, bonded-on 
kraft paper. Panel size is 2’x8’ and it 
is offered in two thicknesses of 11/16” 
and 25/32” and in a special 14%” deck- 
ing stock. All are available with either 
square or shiplapped edges. 

Pronto Panel covers more than three 
1x8s, yet the panel goes on nearly as 
fast as a single board. Pronto Panel is 
said to combine the remarkable insula- 
tion value of wood with a paper-sealed, 
crack-free, draft-free surface. South- 
west Lumber Mills, Inc., Dept. AL, P. O. 
Box 908, Phoenix, Ariz. 
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Two Acoustical Ceiling Panels 


Two new acoustical ceiling panels 
available from Johns-Manville are ideal 
items for sale ta do-it-yourselfers. 

New J-M Kleftone (pictured above) 
has all the classic beauty of travertine 
stone. Its deep fissures and tiny per- 
forations absorb up to 75% of the room 
noise that strikes them, says maker. It 
is available in two sizes: 9/16” x 12” 
x 12” and 9/16” x 12” x 24” (scored to 
12” x 12”). Furnished with a white, fac- 
tory-applied finish, Kleftone requires no 
further decorative treatment. Its sug- 
gested retail price is 25¢ a square foot. 

Another new J-M acoustical ceiling 
panel, called Decrotone, has a printed 
fissure design that gives the appearance 
of depth to the tile pattern. It is pre- 
decorated at the factory to save painting 
costs. Decrotone panels are 4%” x 12” x 
12”. 

Both Kleftone and Decrotone panels 
feature a Lightning Joint, which conceals 
all nails or staples. Johns-Manville Corp., 
Dept. AL, 22 E. 40th at Madison Ave., 
New York 16, N. Y. 
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FAST SEL 


Now — buy one line... from one source — 
Flintkote Atlast Builders Adhesives — 
to fill every customer need for 
applying floor, wall and ceiling tile. 


The Flintkote-Atlas line comes to you from Flintkote—the manufacturer 
of America’s broadest line of building products. It’s supported by national 
consumer advertising in big circulation consumer magazines: Life, Saturday 
Evening Post, Popular Science, Popular Mechanics and Mechanix IIlus- 
trated. Literature and selling aids available. Ask your Flintkote-Atlas 
distributor or write: The Flintkote Company, Flooring and Adhesive 
Division, 30 Rockefeller Plaza, New York 20, N. Y. 


+A trademark of The Flintkote Company 


The F-A line includes: White Wall Tile Cement - 


Cement - Quick-Setting Tile Adhesive - 
Vinyl Tile Adhesive - 


Linoleum Paste - 
Asphalt Tile Cement-Cutback - Asphalt Emulsion Tile Adhesive 


Safety Deck Anti-slip Coating - Latex Underlayment and that popular new profit-maker...Atias Latex Cement Patch. 


Waterproof Adhesive - 
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Acoustical Tile and Wallboard Cement - 


HR! 
FLINTKOTE 


Atlas 


BUILDERS ADHESIVES 











Cove Base 
- Tileboard Cement + Rubber and Flexible 
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ON YOUR 


NEXT CAR 


THINK OF 


B-D 


All Sizes and Grades 
2x4to2x12 


@ Package loaded on flat car for 
fork-lift discharge or box car 


@ Finest available for the grade 

@ If desired can mix car to include 
top quality Kiln Dried B*D 
WHITE FIR STUDS 


@ Also ask us about our fast-selling @ 
© Black Diamond Knotty Pine Paneling @ 
o e 


BeD 


End-stamped with our Brand 


BLACK DIAMOND 


Lumber Company 
P.O. Box 7050 1 
Sacramento, Calif A 
Phone Gladstone 1-657] . / 
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Double-Hung Wood Window 
Unit Improved 


Silentite Double-Hung Wood Window 
Unit now is offered with a factory- 
primed frame to reduce on-site painting 
costs. All weatherstrip is factory-in- 
stalled, including a more effective head 
weatherstrip. A new frame, designed to 
speed assembly, includes a_ reversible 
liner that accommodates three wall 
thicknesses. A new outside casing has a 
distinctive butt-joint corner providing 
maximum protection at this point. 

Silentite’s wood-on-wood operation 
provides maximum ease of operation 
while creating an effective weathertight 
seal, maker states. A patented sash lock 
in brass or chrome finish is available as 
an optional extra. This lock provides for 
a tight seal at the meeting rails, yet 
automatically springs clear when re- 
leased. Silentite sash are ideal items for 
both consumer and contractor sales. 
Sales aids include samples and literature. 
Curtis Companies, Inc., Dept. AL, Clin- 
ton, Iowa. 
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Nevamar Carefree Kitchen 


The outstanding feature of the kitchen 
shown in photo above is that it is main- 
tenance free. The surfaces of this Nev- 
amar Carefree Kitchen never need re- 
finishing, waxing or painting and it can 
be kept clean with just a swish of a 
damp cloth. All visible surfaces in the 
kitchen are completely surfaced inside 
and out with Nevamar high-pressure 
laminates in beautiful wood-grain repro- 
ductions and solid colors. 

Home remodelers will find endless 
uses for Nevamar laminates in kitchens, 


bathrooms, for walls and panels and in 
bars or breakfast nooks. The laminate is 
available ready for bonding in sheets 
1/16” thick and sizes up to 4’ x 10’ 
in more than 70 colors and patterns. 

Two new dealer sales aids are now 
available: A full-color brochure show- 
ing a variety of installations of Neva- 
mar Carfree Kitchens; a specifications 
file illustrating and describing Nevamar 
Carefree Kitchen Cabinets with surfaces 
of Nevamar. Nevamar Div., The Nation- 
al Plastic Products Co., Dept. AL, 
Odenton, Md. 
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Has Two New Ceiling Tiles 


Two acoustical ceiling tiles just an- 
nounced by Simpson Logging Co. are 
new textures of Forestone, the original 
fissured woodfiber acoustical tile. To- 
gether with the recently announced 
Striated Forestone, this makes a total of 
four Forestone textures. 

New Forestone Starlight brings new 
beauty to ceilings with its delicate star 
pattern textured in a _ soft-white, pre- 
finished acoustical surface. It is the 
ideal acoustical tile for interiors which 
require a_ stylized, visually pleasing 
ceiling plus the comfort of noise con- 
trol, says maker. The second new pattern 
is Forestone Driftwood Texture. 

Both new tiles are available in 12”x12” 
size with a special flange-joint for fast 
and economical stapling application, or 
with butt edge for adhesive application. 
Forestone Starlite and Forestone Drift- 
wood may be painted or tinted in any 
color without loss of pattern beauty or 
noticeable depreciation in sound-absorb- 
ing effectiveness, it is said. Simpson 
Logging Co., Dept. AL, 1033 White 
Blidg., Seattle 1, Wash. 

Circle No. 210 on Handy Cover Card 


Plastic Window Materials 


A complete line of plastic window 
materials now is available from Ameri- 
can Sisalkraft. Named Eskay-Lite, the 
newest Sisalkraft plastic is a durable 
vinyl with exceptional clarity and flexi- 
bility. Eskay-Lite is easy to work with, 
cuts easily with scissors and can be 
stapled, tacked, sewn or solvent sealed, 
says maker. It is available in two thick- 
nesses, 4 mil and 8 mil. The 4 mil is 
offered in two roll widths, 36” and 48”; 
the 8 mil is available in 36” width rolls 
only. Eskay-Lite is a low-priced plastic 
and it is an ideal material for temporary 
glazing, general storage and protection. 

Other plastics in the Sisalkraft line are 
Sisal-Glaze, a crystal clear, semi-rigid, 
glass-like plastic and Sisalite, pure poly- 
ethylene film. American Sisalkraft Corp.., 
Dept. AL. 55 Starkey Ave., Attleboro, 
Mass. 
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Architect Marcel Breuer, New York, alternated holiow-core units and standard 4” x 8” x 16” concrete 
blocks to create this striking masonry wall. PHOTO COURTESY NATIONAL CONCRETE MASONRY ASSOCIATION 


Atlas Masonry Cement provides the right mortar 


Concrete blocks in a range of new designs ... colors ... and textures are being used to create 

unusual and distinctive effects in masonry construction. For structural or decorative use, indoors 

and out, the economical concrete block is now a major design element in today’s building plans. 

And to lay up these new concrete masonry units, Atlas Masonry Cement continues to be 

the preferred basic material for mortar. It helps produce a smooth, workable mix .. . 

assures a stronger bond... gives weathertight joints that are 

uniform in color... complies, too, with ASTM and Federal Universal Atlas Cement 
Specifications. For information, write: Universal Atlas ee 

Cement, Dept. M, 100 Park Avenue, New York 17, N. Y. Division of 


“USS” and “Atlas” are registered trademarks United States Steel 


OFFICES: Albany + Birmingham - Boston - Chicago - Dayton - Kansas City - Milwaukee - Minneapolis - New York « Philadelphia « Pittsburgh - St. Louis * Waco 


M-77 


September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 66 on Handy Cover Card 109 








Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 
Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenove, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 








Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ocak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Laven Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Ook and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





* Member Appalachian Hardwoods 
Manufacturers, Inc. 


clwoays specify 
APPALACHIAN HARDWOODS 
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NEW PRODUCTS—Part 1 


(begins on page 106) 





Has Reverse Flange Insulation 


Reverse Flange Insulation is a new 
addition to National Gypsum Company’s 
Gold Bond insulation line. The flange 
on the new product is reversed, there- 
by permitting insulation to be applied to 
the outside of the stud wall before erec- 
tion in tilt-up-wall construction. Insu- 
lation, sheathing and siding can be ap- 
plied to the stud wall and then the en- 
tire unit is tilted into place. 

Homeowners ‘will be able to use Re- 
verse Flange Insulation to insulate crawl 
spaces without complication, it is said. 
Reverse Flange is available in three 
thicknesses, two widths and one length. 
Application instructions are enclosed 
in every tube of the product. National 
Gypsum Co., Dept. AL, 325 Delaware 
Ave., Buffalo 2, N. Y. 
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Adds Four New Patterns 


Four striking new patterns have been 
added to the Con-Tact self-adhesive dec- 
orative plastic line. They include, left 
to right, top photos: Travertine, a re- 

roduction of Italian stone, available 
in natural gray and autumn brown; and 
Harlequin, a diamond design, in shad- 
ings of silver, black and gold or tur- 
quoise, salmon and gold. New patterns 
in photos above, left to right, are: Elec- 
tra, a geometrical pattern, presented in 
three-color combinations; and Stardust, 
featuring tiny golden asteroids floating 
on a white background. A new combina- 
tion of decorative colors also has been 
added to its Spatter pattern, maker says. 

The Con-Tact line of self-adhesive 
decorative plastics includes regular Con- 
Tact by the yard; Sculpture Con-Tact, 
new 36” wide Con-Tact Top and its group 
of companion products, Con-Tact Tape, 


Shelf Edging and Lining, bowl covers 
and metallic letters. Sculpture Con-Tact 
is a self-adhesive molded all-plastic wall 
covering tenacious enough to adhere to 
almost every surface. mark Plastics 
Div., Cohn-Hall-Marx Co., Dept. AL, 
40 W. 40th St., New York 18, N. Y. 
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Barretone Tiles in Stylish 
Decorator Patterns 


New line of decorative fiberboard 
ceiling tiles for homes and offices is 
available in three designs. Shown in 
photo above, left to right, they are: 
Tattersall, for traditional decor; Fissure, 
to produce the effect of travertine stone 
facing; and Sparkler, for contempor- 
ary interiors. 

Installation of the tiles by a home- 
owner is said to be simple as one-two- 
three: Align tongued edges to tile with 
exposed edges of stapled tiles; insert 
tongue into hidden groove and staple 
exposed edges of tile to furring strips. 
Nails can be used instead of staples 
and, if surface of old ceiling is even, 
tiles can be cemented down without 
using furring strips, maker states. The 
tiles are prepainted at the factory with 
a special durable finish that is flame-re- 
sistant and washable. 

The tiles are an ideal item for both 
consumer and contractor sales. Usual 
retail markup on cost is 50%. Barrett 
Div., Allied Chemical Corp., Dept. AL, 
40 Rector St., New York 6, N. Y. 
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For more new products, 
turn to page 166. 


Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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5 new profit-making ideas 
from National Gypsum Company 


On the following pages are five 

exclusive new Gold Bond® ideas: products 
with unusual appeal for your customers 

and builders...simpler and faster methods of 
construction... more efficient ways of 
handling material —all of them adding up to 
increased profits for you. We’re sure that 


you —and your customers — will like them. 


NATIONAL GYPSUM COMPANY 
BUFFALO 13, NEW YORK 


Gold Bond 


BUILDING PRODUCTS 


op anead of tomorroW 
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New DURASAN, the first vinyl surfaced gypsum wallboard 


From Gold Bond® comes a beautiful new achievement in wallboard 
..- Durasan, the first gypsum wallboard with a vinyl plastic 
surface. Durasan combines the ease of wallboard construction with 
rich, practical beauty. It resists scuffs and stains... dirt 

whisks right off with a damp cloth. Needs no joint treatment, 
paint or wallpaper. Durasan makes a charming accent 

wall in hallways, living rocms or family rooms. Available in 

five smart, modern colors. Show new Durasan to 

your do-it-yourself and builder customers. For free samples 
and full information, write Dept. AL-992 

NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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Classic-Shake 
gives your builders the 





beauty of wood 
—at much less cost! 








Now you can show your builder 





customers the way to more expensive- 
looking homes at low cost—with 
Gold Bond Classic-Shake. The greater 


thickness and natural texture of 

















this new Asbestos-Cement Siding gives 








it the warm look and feel of wood 
shingles, plus added strength and a 


deeper shadow line. Available in 





six rich colors: Oxford Gray, Classic 
White, Cedar Red, Sandstone, 
Cypress Green and Lemonwood. All are 





weather protected by exclusive 
Plasticrylic Finish. 

Stock Classic-Shake for smart 
builders who use it — display it so others 
can learn about it. (There’s profit for 
everyone in Classic-Shake.) Ask your 
Gold Bond® Salesman for display 
materials. Or write Dept. AL-993. 


NATIONAL GYPSUM COMPANY 
BUFFALO 13, NEW YORK 


4 step ahead of tomorrow 
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New Reverse Flange Insulation insulates walls faster, cuts building costs 


It goes on the outside of the stud wall because the flange is reversed. 

That means the builder can apply insulation (1), sheathing (2) and siding, 
all on one side of the wall, before erection (3). Construction 

time is reduced and he saves money. 

Gold Bond’s new Reverse Flange Insulation also helps do-it-yourself 
customers insulate crawl spaces under floors. Reverse Flange staples right to 
the side of joists, with no complicated “reversing” operation. 

Your Gold Bond® Salesman will give you the complete story and samples. 


Or write Dept. AL-994. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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Only Gold Bond Plaster 
comes in this brand new 


stretchable bag 


Gold Bond’s new Clupak 
bags are built to take it! They 
withstand two to three times 
more punishment than the usual 
kraft paper bags. Clupak 
looks like ordinary paper, but 
it’s tougher and stronger 
because it g-i-v-e-s! 

Gold Bond’s new Clupak bags 
reduce the danger of breakage 
in transit, unloading and storage. 
And your plaster customers 
will have less handling trouble on 
the job, too, Call your Gold 
Bond representative today. Make 
sure your next plaster 
shipment is Gold Bond® in 
Clupak bags. 
NATIONAL GYPSUM COMPANY 
BUFFALO 13, NEW YORK 


— 


a step allead of tomorrow 
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You get built-in sell with Silentex Tile’s exclusive texture! 


No other wood-fiber ceiling tile in its price range has both the beauty 
and the acoustical properties of new Gold Bond Silentex. Its rich, brushed 
texture —not drilled or cut—gives a soft, warm effect to any ceiling. 

New %” Silentex is 25% thicker than ordinary tiles. It swallows up to 
80% of the noise that strikes it; makes any room more quiet and 
restful. The tongue-and-groove edges allow swift, easy installation with a 
stapler. And Silentex is priced well within the reach of your builder 
and remodeling customers. For more information on Silentex®, or any of 
Gold Bond’s® full line of ceiling tiles, write Dept. AL-996. 


NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 











Gold Bond 
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home improvement 


selling guide 





PART 1. 


New Sales Aids 





Sells Window Materials All Year 


A new display rack sells and dispenses 
Sisalkraft plastic window materials in the 
fall and winter and screening in the 
spring and summer. Because of its spe- 
cial design (requires only 10 sq. ft. of 
floor area), the rack stores and displays 
up to 18 rolls of plastics or screening in 
any width. Products can be dropped 
easily into place, says maker. The ma- 
terials also can be seen as well as dis- 
pensed from both front and back of rack. 
A movable cutter bar and measuring 
tape is included with the rack. American 
Sisalkraft Corp., Dept. AL, 55 Starkey 
Ave., Attleboro, Mass. 
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Tile-Tex Display Rack 


An eye-catching display rack contain- 
ing tile-simulated paper samples of Tile- 
Tex Floor Tile products now is avail- 
able. The octagonal-shaped rack, tying 
in with the manufacturer’s trademark, 
is a strong laminated board measuring 
334%” x 33%” in size. Depicted in their 
true tile colors, the 3” x 3” paper samples 
closely resemble the beauty of the actual 
floor product. Samples are clearly visi- 
ble from 47 conveniently placed pockets; 
a pocket can hold up to 15 paper 
samples. 

The blue-and-yellow display rack is 
easily set up in seconds for use on 
counter, floor or wall. One rack is 
stocked with Tile-Tex Asphalt Tile paper 
samples in all styles; a companion rack 
is filled with all styles of Flexachrome 
Vinyl-Asbestos Tile paper samples. The 
Flintkote Co., Dept. AL, 30 Rockefeller 
Plaza, New York 20, N. Y 
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Describes Panelok Wall System 


Directions for designing a room in 
a different manner time after time are 
related in a color-illustrated, 12-page 
booklet by Masonite Corp. describing 
its Panelok wall system. Suggestions for 
utilizing the system of woodgrained 
hardboard panels, steel splines and a 
variety of fixtures for functionalizing 
the walls are shown. 

Directions also are given for changing 
wall-hung desks, cabinets and display 
racks as a child grows. A valuable closet 
guide chart shows how to increase the 
storage capacity up to 50%. Fixtures are 
instantly interchangeable in the slots of 
the steel splines. 

For a free copy of the booklet (No. 
5719), write to Masonite Corp., Dept. 
AL, Suite 2037, 111 W. Washington St., 
Chicago 2, Ill. 
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Promotes Handi-Pak Insulation 


A new Handi-Pak home insulation 
display shows a homeowner how easily 
his attic may be insulated by using the 
handy, carry-out package, Its attractive 
colors, convenient 28” x! 40” size and 
accessibility of the Handi-Pak contents 
help to make it an eye-catching mer- 
chandiser. The open-bag unit creates a 
timely reminder for homeowners to get 
ready for winter. 

Other sales aids now available to pro- 
mote Handi-Pak insulation include ad 
mats, a bag price card and an a 
enclosure. The Celotex Corp., Dept. AL, 
120 S. LaSalle St., Chicago 3, Ii. 
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Inventory Rack & Self-Seller 


To introduce its new _ metallic-ac- 
cented patterns in Starglow Vinyl Plastic 
Surfacing, Armstrong Cork is offering 
dealers a combination inventory rack 
and self-selling display. The free-stand- 
ing unit holds 8 rolls of the counter-top 
and wall covering material in rolls 30” 
and 42” wide. A silent salesman atop 
the unit lists selling points of the Vinyl 
Plastic Surfacing, shows how the flexible 
material can be coved around a coun- 
ter-top edge and holds a portfolio of all 
Vinyl Plastic Surfacing patterns. 

The new display unit with pattern 
portfolio is available to dealers at cost 
($19.95). The pattern portfolio also may 
be purchased separately for $1.98. Arm- 
strong Cork Co., Dept. AL, Lancaster, 
Penria. 
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Floor Styling Handbook 


Over 40 floor design possibilities are 
shown in a new Vina-Lux Floor Styling 
Handbook. The 16-page handbook shows 
a homeowner, decorator or builder how 
to plan a floor for any type or size of 
room. It gives information on using color 
and design effectively in floors and also 
covers the advantages of the tile and 
many places it may be installed. 

Color charts on five Vina-Lux styles 
show the wide range of colors and styl- 
ings. Floor designs in full color show the 
great variety of colorful patterns and 
design effects possible. The booklet is 
available at a small cost from Azrock 
wholesale distributors only. Azrock Pro- 
ducts Div., Uvalde Rock Asphalt Co., 
Dept. AL, Box 531, San Antonio, Texas. 
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SALES AIDS—Part 1 
(begins on page 117) 
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Promotes Six New Trendwoods 


An attractive wall display now avail- 
able shows samples of the six new Trend- 
wood finishes now offered in Marlite 
Random Plank. The six trapezoid-shaped 
sections, each featuring a_ different 
woodgrain plank with tongue-and-groove 
edges, are suspended by two strips of 
durable tape. The display is 16” wide 
and 40” high. 

The six new Trendwood finishes 
shown in photo above are, top to bot- 
tom: Swedish cherry, Italian cherry, 
Enelish oak, Swiss walnut, Danish birch 
end American walnut. The new ran- 
“-m-scored planks are 16”x8’. Marlite 
Div., Masonite Corp., Dept. AL, Dover, 
Ohto 
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Barclay Has New Sample Set 


A new sample set of Barclay pre- 
finished plasti-coated panels for walls 
and ceilings now is available. Measuring 
4” in width by 2%” in height, the sample 
set cover has a transparent plastic over- 
lay showing uses of the Barclay plasti- 
coated panels in living room, kitchen 
and bathroom arrangements. Permanent- 
ly-bound to permit easy viewing in fan 
arrangement of the 12 solid-tone colors 
and seven woodgrain finishes, the full 
color range, size and thickness informa- 
tion also is furnished. Barclay Mfg. Co., 
ae AL, Barclay Bldg., New York 51, 
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Kits Sells Remodeling with Andersen Windowalls 


A new kit of sales helpers now is 
available from Andersen Windowalls. 
The kit is especially designed to hel 
the dealer create a profitable remodel- 
ing volume when he sells jobs involving 
windows, such as, porch enclosures, 
room additions and garage conversions, 
attic finishing and kitchen remodeling. 

The kit includes tested tips on ways 


to create prospects for remodeling and 
help sell them bigger-ticket jobs. Ad 
mats, direct-mail letters, photo ideas 
and display ideas also are a part of the 
kit designed to point up the advantages 
of Andersen Windowalls and the new 
Andersen Strutwall. Andersen Corp., 
Dept. AL, Bayport, Minn. 
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Promotes the Sale of Roofing 


A new sales-building kit for dealers 
stocking Certain-teed Color-Tuned Roof- 
ing is announced. The exterior color 
program is based on 10 scientifically 
formulated Color-Tuned roofing colors. 
The kit emphasizes the consumer ad- 
vantages of the new Color-Tuned Roof- 
ing line and exterior color styling by 
Beatrice West. The roofing line elimin- 
ates unnecessary stock duplication and 
pays off in additional storage space, 
faster turnover, simplified ordering, less 
time spent on stock control and inven- 
tory, it is said. 

The promotion package, keyed to 
sample openings, includes suggested 
newspaper advertising layouts; brochures 
with custom signature imprint; outdoor 
signs; publicity releases, copy for radio 
and television commercials and color 
charts. Certain-teed Products Corp., 
Dept. AL, Ardmore, Penna. 
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Versabord Merchandiser 


A new point-of-purchase display unit 
designed to sell Weyerhaeuser Versa- 
bord is available. The unit serves as 
either a counter or wall display. It 


shows an actual sample of Versabord 

in the base and distributes give-away 

product literature from a rack insert. 

Silvatek Products Div., Weyerhaeuser 

Company Dept. AL, Tacoma 1, Wash. 
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JSULITE, 


Ceiling Tile Booklet 


Called “Look Up to Beauty,” a 16- 
page, full-color booklet gives decorating 
ideas and illustrates how Insulite ceiling 
tiles can be used in different areas of 
the home. The new booklet is especially 
designed for dealers to show to home- 
owner customers. The various Insulite 
tileboards are shown in actual room 
settings beautifully photographed in 
full color. Also included in the booklet 
are easy application instructions and 
information on sizes and colors of the 
various Insulite acoustical and decora- 
tive tileboards. 

Other new dealer sales aids now 
available from Insulite include a ceiling 
tile display, ad mat booklet, model 
home display, remodeling sales presen- 
tation book and a remodelers’ handbook. 
Insulite Div., Minnesota and Ontario 
Paper Co., Dept. AL, 500 Investors 
Bldg., Minneapolis 2, Minn. 
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For more new sales aids, 


turn to page 202 











PLYWOOD »»> HARDBOARD 





“REDORA”* 
LAUAN e@ POPLAR 


@ AFRICAN MAHOGANY 


@ BEECH 


KYS HOLLOWCORE DOOR FILLERS 








HOENIG PLYWOOD CORP. 


Dept. L, 280 Madison Ave. 
‘el, MUrray Hill 5-2280 - 2281 - 2274 


New York 16 








Follow Art Hood’s ‘‘Teamwork’”’ 
Series in Each Issue of A.L. 


You'll learn 
the way tc... 


(See Page 52) 


Dealer Sales Control 
See Page 
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add hundreds of dollars to your profit 
with Reynolds DIYA mobile sales rack! 


A Remarkable Salesman! Your Reynolds Do-It-Yourself display rack 
returns plenty of profit, yet takes up less than seven feet of valuable 
floor space. Wheels make it possible to shift the display to various de- 
partments for seasonal or special promotions. 


Over 70 Profitable Items are included in this compact self-service rack 
. .. fasteners, patterned sheets, tubing, bars, screen and storm window 
sets, many more .. . all in maintenance-free aluminum. 


Close to 50 Project Sheets are available to your handyman customers 
to stimulate their interest in do-it-yourself aluminum. These sheets tell 
“how to”... make your selling job easier. 


Related-Item Sales are an extra plus from a Reynolds DIYA rack. 
Ordinary wood-working tools, for example . . . they’re all that your 
customers need to work with aluminum. And Reynolds keeps you 
supplied with selling aids . . . reinforces your selling with special and 
seasonal promotions in nation-wide advertising campaigns. 


Ask your distributor salesman for more information on Reynolds DIYA 
Rack, or write DIYA, Reynolds Metals Company, Richmond 18, Va, 


Reynolds Aluminum 
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3-Day Aluminum Push Pays Off 


Sales result for lowa dealer is $5,000 in aluminum combination windows 
and doors; other aluminum promotions planned for fall. Shooting for $40,- 
000 aluminum department volume within 12 months. 


Dollar-volume sales figures revealed 
by A. J. Miller, Jr., owner, Central 
Lumber & Supply Co., Burlington, 
Iowa, proves that a strong promotion 
can really pay off. 

The firm took on a line of alumin- 
um products four years ago, becoming 
the first Burlington (pop. 34,500) deal- 
er to handle a complete line of alumin- 
um combination doors and windows. 
Besides aluminum doors and win- 
dows, Central Lumber also handles 
aluminum siding, aluminum screen 
wire, aluminum gutters and down- 
spouts and aluminum threshold mate- 
rial and molding. 

One week promotion. In a one- 
week promotion last May, Central 
Lumber sold over $5,000 in aluminum 
combination windows and doors. One 
customer bought 50 windows for a big 
apartment house. 

Three ads, all identical, were de- 
voted exclusively to combination win- 
dows. In addition to the special value 
for three days only, the ad also played 
up the self-storing and other features. 

Special discounts were also offered 
during the sale on aluminum combin- 
ation doors, jalousie doors and win- 
dows and other aluminum products. 

Fall promotion coming. The sale 
was so successful that another big fall 
promotion is planned on combination 
windows and doors, Miller said, 

This promotion will be repeated in 
the spring. A special promotion on 
aluminum siding is planned for sum- 
mer. An open house and home show 
is also planned for spring to create 
additional interest. 

“Our three-day promotion last 
spring was very successful,” declared 
Miller. “We estimate that our annual 
retail volume in aluminum products 
is over $20,000. We feel that we can 
double this in a year.” 

Both contractors and homeowners, 
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ADVANTAGES OF ALUMINUM jalousie door are pointed out 
to a customer by A. J. Miller, Jr., right, owner-manager, Cen- 
tral Lumber & Supply, Burlington, lowa. 


Miller says, like the durability of 
aluminum, also its rust-resistant and 
easy maintenance features. 

“The pre-hung aluminum door has 
caught the eye of the do-it-yourself 
customer,” added Miller, “because it 


is easier on his pocketbook. 

Central Lumber serves a 30-mile 
radius, embracing southeastern Iowa 
and western Illinois with a four-man 
sales force, including one outside 
salesman. 
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Photos by Aluminum Company of Americo 


SHOWROOM DISPLAY of aluminum products also includes 
combination windows like this one Miller is showing a cus- 
tomer. Other aluminum products exhibited in the showroom 
include aluminum gutters and downspouts, screen wire and 
threshold material. 


ALUMINUM SIDING CUTAWAY DISPLAY, easily carried by 
Central Lumber's outside salesman, is shown to custemer 
Mark E. Smith, left by salesman Everett C. Lee. 


| DO-IT-YOURSELF CUSTOMERS like prehung aluminum combi- 
nation door because it is ‘easier on the pocketbook,”’ says 
A. J. Miller, Jr., owner, Central Lumber. Point-of-sale sign 
lists 10 other reasons why it's a good buy. 





Youll be 


sitting DI erty. .. if you order plenty 


of Sterling Halite now, 
before winter storms hit! 
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The season's first storms will start a rush on Sterling Halite—to eranane ShlivE GAASS GLANTS: 


clear sidewalks, steps, driveways of snow and ice! So be prepared 48.9% greater melting power than other snow 
for extra profits. Order Halite today and order enough. Halite mgt ce me okay aoe 


comes in 10-Ib. bags (6 to a bale), in 25-lb. bags with carrying spread while snow is falling or before freeze! 
handle, and in 100-Ib. bags. FREE: Folder of “Merchandising | j,ovwey ection’ Use it uncer nar amecle chen! 
Ideas’’ to help you sell more Halite all winter long. Send for it today. 

INTERNATIONAL SALT CO., INC., SCRANTON, PA. 


Baltimore + Boston + Buffalo + Chicago + Cincinnati +» Cleveland 


STERLING HALITE melts danger away / Detroit - Newark + New York City + Phila. » Richmond « St. Louis 
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IMPROVEMENT VOLUME 


Still Available FREE... 
Limited Supply 
“SELF-INSTAL’’ Door Displays 
($10.00 value) with your first 
order for Six Doors. 
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NU-TREND’S complete line of heavy extrudéd Aluminum Combination Windows and Doors 
is now available to expand your Home Improvement Department 
.To increase your Heme Improvement PROFITS. 


@ “SELF-INSTAL” has every expensive custom luxury at savings up to 3344% 
@ “DO-IT-YOURSELF” has never-miss sell-appeal. 


> NU-TREND is the aluminum products line consumers believe in. 
fe, goo 


STRIKE 4G BICH! i in your Honte Improvement Depeiment Ge 
Send’fos the NUSTREND, sof today. 


Gentlemen: 

(J Have representative call. 
C] Send literature. 

(] Reserve display for us. 
Name 


Address 








City 
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‘it’s doubled our 
business... 


“Good looking 
. +. an addition 
to any store.” 


Merson Hardware 


proved that stuff kept 
under the counter 


is wasted money.” 


Golden Paint & Hardware 
Chicago, Ill. 


“Eye catcher. 

Selis items fast 
that moved slow before,” 
Dillon’s Store 
New Lebanon, O. 





“Have to refill 
board every week, 
It eliminates 
pilferage, too.”’ 
Tennant Bros, 
Tampa, Fla. 








Canandaigua, N. Y. 
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“Attractive 
. +. complete without 
big investment.” 


Augustine Hardware 
Los Angeles, Cal. 





“Increased 
business 25% 
since installing.” 
H&E Builders Supply 
Barstow, Cal. 


“Best display 
we've seen in 
AO years.” 
Deckerman Hardware 
& Supply 
Wallingford, Conn, 


“Takes care 
of hardest tools 
to display.” 
Wm. Rathsack & Sons 
Manitowoc, Wisc. 


WO} T, Bag . | ae ©) 7: % 5 t—) 
who are now cashing in on 
Lufkin’s volume-building 
Turnover Target. Call your 


wholesaler for information. 


RULE COMPANY 


TAPES + RULES + PRECISION TOOLS 


SAGINAW. MICH. « MIDDLETOWN. N.Y. « BARRIE, ONT 
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Ces . 


Cover anything 1-2-3... build business, profits fast: the packaged 
HID Aluminum Multi-port! Quality to count on, budget-priced 
to go in a rapidly expanding market! Free-standing or wall 
attached models, safety tested for 10-lb. and 20-lb. loadings. Pre- 
packaged for minimum inventory to handle any application 
as a do-it-yourself or installed item. Made of 6” wide inter- 
locking panels of special aluminum alloy, heat-treated, finished 
white with 2 baked-on coats of enamel. Rust-proof, maintenance- 
free, rigorously engineered by Hunter Douglas. Use coupon below. 


Mail Coupon Now For Information 


Bri rt Brass Co., Hunter Douglas Division 
405 i Ave., New York 17, N. Y. 


ALUMINUM /) “= iictin~ 


NAME. 


MULTI-PORT J coment 


CITY & STATE. 

















PHONE. 
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A dynamic 


new concept of 


product development 


for the building supply 


distributor and dealer 
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You offer a complete, quality line without 


expensive inventory or manufacturing costs 


With Wells fabrication program, youcan manu- Whether you fabricate windows and doors from 
facture a complete line of storm doors, windows, lineals, or doors and jalousies from KD com- 
jalousies and thresholds from quality extrusions ponents, you will find the Wells program to be 
and components. Wells will supply everything simplicity itself. Don’t delay. Investigate this 
you need, including tooling, engineering helpand opportunity immediately. The impending new 
financing. And technical field representatives will building boom and growing remodeling market 
assist you in getting your program underway. offer you a tremendous potential! 


COMPLETE ENGINEERING, SALES AND MERCHANDISING SUPPORT 


Wells offers a complete portfolio ( Wells maintains a complete engi- 
of consumer literature and news- ; neering department to aid you in 
paper ad mats. It's the nucleus of a — — setting up fabricating procedures 
really productive and sales-tested and the design and specification of 
local promotional program. ¥ custom installations. 


Copy for station break or full com- - 6 Wells field representatives are 
mercial radio and television adver- : p available to help in setting up your 
tising is also available from the ; fabricating operation. Wells also 
factory. This material is supplied ‘ maintains a factory school for fabri- 
to dealers at no charge. cators who want training. 


Wells Aluminum Corp., 930 Henry 8t., 
MAIL TODAY North Liberty, Indiana . 
Gentlemen: Please rush full details, including 


° . 

* + 

e 0 

Ld a 

. + 

a Bf 1 ’ technical data, about the Wells lineal fabrication e 
ii} | D L L ay FOR COMPLETE $ program. | am a [_] Distributor [_] Dealer 4 
° . 

e : apt if . 

. - " - 

e . 

. P ey . 

° . 
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DETAILS! Name. 


Firm Name 
Address 
City 








WELLS ALUMINUM CORPORATION, North Liberty, Indiana 
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THRESHOLDS 


a demand product 
wherever building goes on! 


Universally accepted by the new build- 
ing as well as the remodeling industries, 
aluminum thresholds now offer an im- 
portant new profit opportunity to the 
building supply dealer. Easily inven- 
toried, they offer a big volume potential 
with comfortable profit margins. And 
you'll discover, too, a healthy market 
in the do-it-yourself handymen. 


A COMPLETE LINE FEATURING 
WELLS VINYL INSERT MODEL 


never flattens, won't 
trap dirt or water. 


As one of the nation’s leading produc- 
ers of quality aluminum thresholds, 
Wells offers a broad line that’s complete 
enough to fill all building requirements, 
yet compact enough to eliminate inven- 
tory problems. The Wells line is so 
practical because it was developed in 
close cooperation with leading builders 
and architects. Each threshold comes 
individually packaged with mounting 
hardware and how-to-install booklet. 
They are available in standard lengths 
and in lineals for custom installations. 


Mail Coupon for Full Details! 


VW 


WELLS ALUMINUM CORPORATION 
North Liberty, Indiana 





4 Wells Aluminum Corporation 
North Liberty, Ind. 


Please send descriptive aluminum thresh- 
old brochure. 


Name 
Address 
City State 
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home improvement 
selling guide 


Aluminum Roofing Helps To 
Sell Package, Dealers Say 


Talking points of specialty help swing more farm 


building sales. 


Home and farm improvement buy- 
ers prefer to buy the complete job— 
labor and materials—rather than the 
individual items that go into the pro- 
ject, dealers report. 

“We have a decided advantage with 
an end-use package,” says W. D. An- 
derson, president of Olympia Lumber 
& Millwork Co., Olympia, Wash. “The 
customer knows his cost exactly and 
our competitor who does not offer a 
package cannot give the same serv- 
ice.” 

“Our customers demand it,” agrees 
W. H. “Billy” Wilson, general man- 
ager of Wilson’s Hardware, lumber 
division, Washington Court House, 
Ohio. “They ask for one price to cover 
all materials for a job.” 

Profit is better. As a result, yard 
volume and net profit is better, the 
dealers say. 

“After several years’ experience in 
the general building material business, 
I decided to specialize in a_ well- 
designed do-it-yourself package pro- 
gram that would qualify for home 
improvement financing,” explains 
Howard Godecke, Frontier Redwood, 
Inc., Sacramento, Calif. “Eighty per- 
cent of our total volume now is 
packaged.” 

At Spokane, Wash., manager Jerry 
Williams, Bestway Building Center, 
reports that the wide range of com- 
plete end-use packages he sells account 
for half his total volume, with job 
prices ranging from $200 to $3,500. 

“Our net profit on these packages 
is much better than the profit from 
materials sold in the old way,” he says. 

“Package selling has created a pro- 
fitable new market for us, and has 
answered many needs in acquiring 
more business,” reports management 
at Erie County Lumber Co., Sandusky, 
Ohio. 

Merits of aluminum roofing. “We 
offer types of buildings suited to our 
local farm needs,” says Wilson Hard- 
ware’s Billy Wilson. “Aluminum build- 
ing products fit into our end-use 
package, selling very well. Aluminum 
roofing has more talking points, for 
example: heat reflectivity, low main- 
tenance cost and appearance are prob- 
ably the most important.” 

“Aluminum products are a_ very 
important part of our package pro- 


gram—not only roofing, but siding, 
doors, etc.,” says Herman Kleiner, 
Model Lumber & Hardware Co., Ta- 
coma, Wash. “Of course, other prod- 
ucts are important, also.” 

T. G. Sheppard, president and man- 
ager, The Washington Lumber Co., 
Washington Court House, Ohio, finds 
manufacturers’ efforts help him in his 
package selling work. 

“Consumer advertising by alumi- 
num manufacturers is familiarizing 
farmers with aluminum benefits. We 
found we were losing 75% of the. pole 
barn business in this area before we 
offered complete end-use packages. 
Now we're talking the farmer’s lan- 
guage when we sell him on farm 
building improvement in complete 
package form.” 

Sizable package sale. Dealers report 
that their end-use package sales in- 
volving aluminum roofing sheet run 
from several hundred dollars to $5,- 
000 or more. And in many cases 
their volume of aluminum roofing is 
directly dependent upon these sales. 

“Seventy-five percent of our alu- 
minum roofing sales comes from our 
packaged farm building sales,” says 
management at D. C. Curry Lumber 
Co., Wooster, Ohio. 

“At least 50% of our alumiunm sales 
come from selling the farm package,” 
agrees an executive at Erie County 
Lumber Co., Sandusky, Ohio. 

Nearly 100% of his aluminum roof- 
ing sales originates from the package 
sale, in the opinion of manager Jerry 
Williams at Bestway Building Cen- 
ter, Spokane, Wash. 

D. Burner, Jr., owner of Northern 
Counties Supply, Upperville, Va., esti- 
mates that 85% of his total aluminum 
products sales comes from packaged 
deals. 

Dealer Burner has a specialty that’s 
a bit unusual, but successful—‘T’- 
shaped airplane hangers. 

“Makes” me sell. Dealers would 
have less competition if they did more 
package selling, in the opinion of 
dealer Anderson of Olympia, Wash. 

“It was my supplier who convinced 
me that aluminum roofing could be 
sold at a profit,” Anderson said. “My 
sales this year far exceeded my best 
expectations. I give much of the 
credit to the distributor salesman.” 


September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Mobile Display Idea 
Sells Aluminum 


The display of parts for do-it-your- 
self louver windows shown above 
produces good sales results for W. E. 
Cooper Lumber Co., Los Angeles, 
according to manager Harry Walker. 

The first sale made from the display 
ran $125. The markup on the units 
for standard size windows is 50%. The 
manufacturer offers one-day service 
on special sizes on which the markup 
is 70%. 

Cooper stocks the following sizes: 
from 1’6” to 36” wide and 2’ to 5’ 
high in six inch multiples. The alumin- 
um frames for each unit are banded 
together and sold with the required 
number of glass louvers. Printed 
instruction sheets show the customer 
how to assemble and install them. 

Walker finds that having the parts 
on hand is a big advantage over the 
previous custom order system. In the 
picture above, Walker is demonstrat- 
ing a model louver window. 

Another home-made display device 
developed by Walker, pictured below, 
has increased the sale of aluminum 
molding. He cuts the shipping tubes in 
which the moldings are received from 
the manufacturer into 48” lengths. Six 
tubes are banded together between |” 
and 3” board stiffeners. 

Four such bundles are made into a 
square display holding 6’ molding 
lengths. Walker finds the display is 
an easy way to merchandise aluminum 
molding without cluttering up the 
store; also eliminates waste from dam- 
age. 
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FRANTZ 


No. 2400 SERIES 


FILUMA DOOR* 


made of Fiberglass with Aluminum Frame 








ae 


ae ee = . a ; : 
New, Smart, Beautifu 
Lets light in. Colorfully translucent, the Frantz 
“FILUMA” comes in yellow, white or coral. Blends 


beautifully. It diffuses a soft daylight inside the 
garage, eliminating dark areas. 


Keeps weather out. “FILUMA” 4-Section Doors 
utilize sculptured FILON Fiberglass. Guaranteed 
five ways ... shatterproof, weatherproof. . . nylon 
reinforced for extra strength . . . backed by a light- 
weight rugged frame of extruded, tempered Alumi- 
num. Fleximatic guide seals top of door against 
header—entirely automatic. Positive overlapping 
joints between sections. 


Strong Aluminum Frame... 
has overlapping joint between 
sections to seal out weather 
Eliminates Painting. Easiest of all doors to 
maintain. Clear-through color, never needs painting. 


A New concept in garage door engineering. 
A complete “FILUMA" Door weighs only “% as 
much as the same size wood door. Installs more 
quickly, operates amazingly easy. Cannot bind or 
warp. Requires only 11%” headroom. Zinc-plated 
hardware and track, Chrome handle, inside-outside 
latch, full 14 inch radius curve. Complete range of 
single and double width sizes from 8’ x 6’6” to 18’ x 
7’ inclusive. Write today . . . or wire now! 


Always New Looking... 
Light hosing keeps smooth 
Caviar letcmell-t- lar: late mere) (olmelare lal 


FRANTZ MANUFACTURING CO., STERLING, ILL. 
RUSH COUPON for DETAILS TODAY 








EEO. my ae 


Address. 





Fiberglass - Aluminum 
GARAGE DOORS City State 
I Pos Poncing 
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(Advertisement) 








NEWS AND IDEAS FROM (AYmstrong FOR 
SELLING VINYL FLOORS 








SEPTEMBER, 1959 


TREMENDOUS SELLING PUSH 
ON VINYL FLOORS THIS FALL 





Armstrong 8-page ad on vinyl 
floors in top magazines will help bring in 
new do-it-yourself business 


The big swing in decorating and remodeling is to vinyl 
floors. And this fall, a gigantic Armstrong advertising 
campaign will help you capitalize on this fast-growing 
flooring trend. In September and October, a big full-color, 
8-page ad, “A Complete Guide to Modern Vinyl Floors,” 
will be featured in six top national magazines. It sells all 
the different types of Armstrong Vinyl Floors. Also, full- 
color advertising in the August 29 issue of The Saturday 


t Better llomes 














ouse 
ome 


Interiors 








Above is the cover of the exciting Armstrong 8-page ad, “A 
COMPLETE GUIDE TO MODERN VINYL FLOORS,” 
and the magazines in which it will appear. This ad will 
be read in millions of homes all over the country. 


Evening Post and commercials on the September 2nd and 
16th shows of the Armstrong Circle Theatre, CBS-TV, 
will feature the Guide and get people all over the country 
to write in for copies. 





Lots of remodeling ideas 
The Guide shows your customers every type of vinyl floor. 
And room illustrations in color provide stimulating re- 
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modeling ideas. Armstrong Excelon (vinyl-asbestos) Tile 
—the do-it-yourselfer’s favorite—is featured. The Guide 
illustrates typical colors and designs in Excelon—including 
the fast-selling, new Metallic Series. And it demonstrates 
the kind of first-rate remodeling jobs that can be done with 
the easiest floor for home mechanics to install. Identify 
your yard with Excelon display material. (Available from 
your Armstrong representative. ) Then you'll get your share 
of the sales this 8-page Guide is setting up. It will help 
your sales of other products, too. A customer buying a new 
floor is a good prospect for lumber, paint, hardware, wall 
coverings, and other things. 


(Armstrong 
CIRCLE THEATRE 


: CBS-TV 
i, Sept.2 Sept.16 Sept.3o / 


4 oR elole melee) 


8-PAGE GUIDE FOR VINYL FLOORS 
GETS TOP BILLING 
ON NETWORK TV COMMERCIALS 





One of today’s most popular TV shows is Armstrong Circle 
Theatre, CBS-TV. Over the past 8 years, it has built up a 
loyal audience of 20,000,000 viewers throughout the coun- 
try, who gather on alternate Wednesday nights for exciting 
dramas. Between the acts, these people, your customers, 
are given good remodeling ideas and see actual demon- 
strations on how to lay new floors of Armstrong Excelon 
Tile. Commercials on the September 2nd, 16th, and 30th 
shows will feature the 8-page Guide to Vinyl Floors and 
get viewers to write in for copies. To take full advantage 
of this big advertising push, display the Armstrong name 
and products where your customers can see them. It will 
pay off for you in bigger sales and more profits. 
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dealer of the month 


FLOORING SALES 
SKYROCKETING FOR 
MIDDLETOWN DEALER 


Middletown, Ohio, August 13—Five 
years ago, the Middletown Lumber 
Company went into the flooring busi- 
ness in a modest way selling do-it- 
yourself tiles. They found the growing 
do - it - yourself market an excellent 
source of profits. As their flooring busi- 
ness increased, they decided to include 
some sheet goods in their line. 


Started selling sheet goods, too 


In a very short time, Mr. Schaefer, 
manager of the flooring dept., found 
that selling sheet goods can be even 
more profitable. He believes that by 
having the actual merchandise on 
hand for customers to see he can sell 


Middletown Lumber Go. finds 
selling easier when customers are 
shown actual flooring merchan- 
dise instead of samples. It helps 
them visualize the finished ap- 
pearance of their new floor. 


floors more effectively than with sam- 
ples. He now keeps 50-60 rolls on 
display along with his entire tile line. 
As a result, he finds he often can 
trade customers up to higher priced 
sheet goods. 


Sheet goods 
now a fast-selling item 


Today his business has increased until 
sheet goods are one of the best selling 
items in the store. Middletown Lum- 
ber Company now employs two full- 
time flooring mechanics to do their 
installations. And the do-it-yourself 
tile business continues to bring in 
steady traffic and steady profits. 
Throughout his expansion, Mr. Schae- 
fer has worked hand-in-hand with his 
Armstrong wholesaler. 





(Advertisement) 


Good News for dealers 
selling the contract market 


SPECIAL ARMSTRONG 8-PAGE AD 
ON VINYL FLOORS IN 
HOUSE & HOME AND INTERIORS 


Special editions of the Armstrong 8- 
page ad, “A COMPLETE GUIDE TO 
MODERN VINYL FLOORS,” will 
appear in HOUSE & HOME and IN- 
TERIORS. So if you're selling the 
contract market, your customers— 
builders and decorators—will be get- 
ting all the facts on Armstrong Vinyl 
Floors. And when you sell this boom- 
ing market, you can expect many re- 
peat orders. 








HOT OFF THE PRESS ! 


YOUR ADVANCE COPY OF 
THE 8-PAGE GUIDE 


You'll get an advance copy of 
| the 8-page Vinyl Guide with the 
September issue of Armstrong 
LOGIC. To cash in on the ap- 
| peal of this colorful ad, keep 
| this copy handy to your flooring 
| display and have salesmen talk 
it up with customers. 














NEW 3/52” IMPERIAL SERIES 
IN EXCELON TILE 
—good for trading up 
do-it-yourselfers 


You can put extra profits in your 
pocket by trading do-it-yourselfers up 
to the new 3/32” Imperial Series in 
Armstrong Excelon Tile. Imperial has 
many special advantages. Its new tex- 
tured chip design goes all the way 
through the tile. The 3/32” thickness 
of Imperial helps conceal subfloor im- 
perfections, reducing complaints. Im- 
perial can be installed above, on, or 
below grade with low-cost adhesives, 
using the brush and scissors technique 
so popular with do-it-yourselfers. And 
asbestos reinforcement makes Imper- 
ial Excelon more scratch resistant 
and easier to maintain. 





Armstrong makes every 
type of vinyl floor 


Armstrong is the one company that 
makes every type of vinyl floor—even 
some types no other company makes. 
No matter what your customer’s par- 
ticular decorating or remodeling re- 
quirements, there is an Armstrong 
floor perfectly suited for the job: Here 
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are the different types of Armstrong 
Vinyl Floors: 


SHEET VINYL CORLON 
(mosaic and terrazzo effects) 


CUSTOM CORLON TILE 
(homogeneous viny]) 


EXCELON TILE 
(vinyl-asbestos, the do-it- 
yourselfer’s favorite) 


OPALESQ TILE 
(high-style vinyl with 
translucent effects) 


TESSERA CORLON 
(colored vinyl chips 
set in translucent vinyl, 
a sheet floor no one else makes) 


FUTURESQ CORLON 
(a sheet vinyl floor 
with inlaid metallic effects) 


Your Armstrong Wholesaler can give 
you valuable advice on which styles 
are the fastest sellers in your locality, 
and he can provide amazingly fast 
fill-in service on any Armstrong floor. 


TV Film Commercials 
available at no cost 


As hundreds of lumber dealers have 
discovered, a few spot commercials on 
TV can bring in many new do-it- 
yourself customers. So Armstrong is 
offering, free of charge, several TV 
films to help you sell Excelon Tile 
over your local station. Your prestige 
will increase when you advertise on 
TV. And these Armstrong commercials 
will get viewers to associate your yard 
with the advertising on the Armstrong 
Circle Theatre. Your Armstrong rep- 
resentative can arrange for you to 


=sSfLy ORE 
' and GOL 
in ag : 
Armstrang »’ 


EXCELON — 
TILE 


This is a scene from one of the 
TV commercials available, free 
from Armstrong, for you to show 
on TV in your sales area, Using 
these commercials will bring in 
lots of new customers. 


schedule these commercials on your 
local TV station. If you wish, he can 
furnish you with many other services 
—including complete advertising 
plans and schedules. Contact your 
Armstrong representative. Or write to 
Bureau of Retail Advertising, Arm- 
strong Cork Co., Lancaster, Penna. 
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EACH ALUMINUM 
WINDOW sold by 
Shanaman's is dis- 
played in showroom 
where it can be dem- 
onstrated. Combina- 
tion door is a!so dis- 
played. 


One Man: $25,000 Aluminum Sales 


Newspaper ads provide leads that keep dealer's ‘‘depart- 
ment'’ busy with sales, installations and repairs. 


A one-man aluminum department 
at S. L. Shanaman’s Inc., Phoenix- 
ville, Penna., is doing $25,000—$30,- 
000 annually. 

“We have found our one-man de- 
partment the most profitable and 
economical way of handling these 
sales,” explains president Robert Meier. 

Working on a straight salary, John 
J. Labate follows up all leads, makes 
his own installations and handles all 
service and repair calls. By handling 
sales, installations and repairs, Labate 
is kept busy the year around. 

He was selected for the job because 
of his past experience as a mechanic 
and as salesman for a combination 
storm door and window outlet, so he 

(continued on page 133) 
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It’s Time to Look at Your 
STORM WINDOWS & DOORS 
call WE 3-7704 


SHANAMAN’S Le ; 
Prompt One (1) Day At 


Repair and Reglazing 77 
Aluminum er Wood « thay toe 


SHANAMAN’S 


HOME SERVICE DEPT. 


a 347 BRIDGE ST. PHOENIXVILLE, PA. 





REPAIR SERVICE is a feature of Shanaman's ‘one-man aluminum department.” 
John Labate measures an aluminum frame prior to reglazing. Typical 2-col. ad on 
repair service is at right above. Dealer uses larger space to promote installations. 
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ONE MAN 


(Continued from page 132) 





is well acquainted with all phases of 
the operation. Oe 

Consistent newspaper advertising 
brings in inquiries, which are turned 
over to Labate who sets up an ap- 
pointment for a demonstration. 

“We close more than 75% of these 
sales in the customer’s home, even 
when the customer views the line in 
the store,” Labate says. “Husband and 
wife can concentrate on the product 
and my sales talk without any distrac- 
tion in the home.” 

Labate features Shanaman’s single, 
double and triple track windows. The 
firm handles only one line. This policy 
helps avoid price confusion. 

“We help overcome price competi- 
tion by pointing out that we only 
handle a nationally-advertised brand 
of windows and doors guaranteed by 
the manufacturer,” adds Labate. “We 
point out that our products are made 
from Alco aluminum, which make 
the product a life-time investment. The 
advantage of installation and service 
help clinch the sale.” 

Labate deliberately makes an effort 
not to oversell the customer. He often 
suggests only a few aluminum win- 
dows or a single door at the outset so 
the customer can see and experience 
the value for himself. 

“I keep in close contact with these 
customers and always check back 
several months later to complete the 
sale,” says Labate. “I have been suc- 
cessful in completing 75% of the par- 
tial installations sold originally.” 

Shanaman’s plays up its one-day 
servicing of storm doors and windows 
in a small display ad run the year 
around. Reglazing and screen replace- 
ment is a consistent source of revenue. 

Charges for servicing and repairs 
is on a time-and-materials basis and 
run from $2.50 to $7 per full window 
for reglazing and screening. For in- 
home window or door servicing the 
charge is $3.50 per hour in addition 
to materials. 


Classified Ad Pulls Best 


Classified ad run seven days 
a week has pulled best results 
for Arch Lumber Company’s 
home improvement division in 
Warwick, R. I. Below is typical 
ad copy: 

“Addition and home improve- 
ments reasonably done. Arch 
Lumber Company, general con- 
tractors, offer reliable service, 
professional, insured work. FHA 
terms. Low-cost additions, pat- 
ios, porches, jalousies, roofing, 
siding, kitchens, dens, play- 
rooms, dormers. Call our new 
location, 1201 Warwick Ave., 
HO 3-9500. Home Improve- 
ment Division.” 


Plastic Pipe ad 
with no picture? 


A picture can be deceiving. Almost all plastic pipe 


Why no 
picture? 


There are scores of brands of plastic 
pipe on the market...made of many 
different kinds of plastic materials... 
wonderfully improved over the early 
plastics. All are labeled “rust resistant” 
.-- but total results may be good, bad, 
or indifferent depending on the choice 
you make. Here’s what to look for: 


The universal material? No such thing. 
No one plastic (no metal, for that 
matter) can handle all liquids...no 
one has all the properties required 
of a truly universal pipe. Closest to 
it are Ace Riviclor (Rigid PVC) and 
Ace-Ite (ABS rubber-plastic blend). 
Riviclor is a little better on chemical 
resistance, and Ace-Ite is a little 
better on impact strength and heat 
resistance. Both cost about the same, 
are rigid, and come in 20’ lengths. 
Ace Supplex (Polyethylene) is flex- 
ible; comes in 100’ to 400’ coils. All 
are OK for drinking water and also 
for chemicals used in treating water. 
Of course they’re immune to rust, 
rot, soil and electrolytic corrosion. 


Are plastics fully approved for drinking 
water? Yes...the National Sanitation 
Foundation at University of Michi- 
gan attests with this seal 

that they regularly test Ace 

Riviclor, Ace-Ite, Ace Supplex and 
certain of our other brands of plas- 
tic pipe, and certify them non-toxic. 


looks the sare...some even looks like metal pipe. 
The difference is a matter of service...and piping 
that goes wrong can be mighty expensive. A picture 
means nothing... but... 


These materials are odorless and 
tasteless as well as non-toxic. 


Are plastics strong enough? Hundreds 
of water works and thousands of 
chemical plants (all very critical 
people) say yes! Plastic pipe is now 
available in several wall thicknesses 
for working pressures to 490 psi. It 
takes plenty of hard knocks, and 
resists accidental cutting and 
damage quite satisfactorily. 


Where do I use it? For wells and farm 
water systems. For construction job 
water lines, industrial piping, mine 
drainage systems. For lawn and golf 
course sprinklers...recirculating 
water lines in air-conditioning. 
We’ve supplied miles of pipe for suc- 
cessful installations. If you haven’t 
yet put some underground for test, 
it’s time to start. Nothing takes the 
place of personal experience. 


How can I dodge the pitfalls of “trial 
and error?” Go to a company that has 
no axe to grind...a company with 
the widest experience. We, for 
instance, supply eight different kinds 
of pipe... with fittings and valves to 
match. For truly unbiased advice... 
backed by 100 years of experience 
...and prices as low as you'll find 
anywhere...come to 
American Hard © 
Rubber Company. 


Write John R. MacKay, 200 East 42nd Street, New York 17, N.Y. for literature kit ARS-1; 
most complete information available from any manufacturer. No cost or obligation. 


ACE rubber & Plastics Equipment 
by AMERICAN Hard Rubber Company 
division of AMERACE Corporation 
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home improvement 
selling guide 





WINDOW SIGN invites homeowners in to 
see wood paneling display at Bison Lumber. 











MATERIALS NEEDED to finish off an attractive basement recreation room 
are shown attractively in Bison's display room, featuring prefinished ply- 


wood. 





PICTURES HELP SELL, believes manager Jack Laird, who is showing a color picture of a 
completed job to a customer. Photos supplied by a window manufacturer were installed 
in a swinging panel fixture. Tom Laird, left, is advertising manager for Bison Lumber. 


Color Photos, Big Samples Sell Paneling | 


A 20’ x 20’ display room open 
seven days a week, helps sell pre- 
finished plywood paneling for the 
Bison Lumber Co., Oak Lawn, Ii. 
It’s appropriaic'y called the Wood 
Paneling Center. °ison Lumber caters 
primarily to the small-volume con- 
tractor and the homeowner, with an 
annual volume of around $500,000. 
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“Home improvements are a_ big 
item with us,” says manager Jack 
Laird. “In the fall and winter dozens 
of basements will be remodeled as 
game rooms and our display room 
helps us sell this market. 

“If you're selling only to contrac- 
tors you don’t need a display room 
like we have. But our contractors 


show homeowners our paneling dis- 
play and help them make a selection 
for their new basement room job.” 
Simply yet tastefully furnished, the 
display room has a prefab fireplace 
against One wall and large size samples 
of prefinished plywoods, each one 

labeled, mounted on the walls. 
(continued on page 137) 
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WITH NEW AMEROCK 
PICTURE FRAME DISPLAYS 


Stimulate extra sales of cabinet hardware with these modern Picture 
Frame Displays. Only one finish and style group is shown on each dis- 
play which means: 1. You select only the items and finishes most popu- 
lar with your trade. 2. You increase your turnover and profits by carrying 
fewer, faster moving items. 3. Easier selection of hardware for your 
customers. 











extra hardware for resale with each 
display gives dealer at least 


50% MARKUP on his total cost 


Here's the plan for all Picture Frame Displays: 
ay Pe Nos 5s bac ics cd awa cvabaksabaccesens eveoeedae $15.00 ea 
IN aes 45.05 ives d swan venameusakeenderons kinase 9.00 ea 
Extra hardware for resale has retail value of at least $13.50! 
@eeeeeoeeaoe ee eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeees 
Picture Frame Display only—without extra hardware for resale. 
Ue PI eerie or uk aie cass desc ebaa ber causepetecemaraaewen $4.00 ea 
IR oii «aia sas dele cacdiin ne con hemaeeapukoaud cabkenmees 2.40 ea 
Be sure to specify DO” instead of EH” as catalog number suffix when order- 
ing Picture Frame Displays WITHOUT EXTRA HARDWARE FOR RESALE. 

















| HOW TO USE 
AMEROCK PICTURE 
| | FRAME DISPLAYS 





On post or wail in 
attractive groupings 


é 





No. 502EH Catch 
Shipping weight, 4 Ib Shipping 5 tb 
Extra hardware retails for $13.60. Extra hardware retails for $13.50. Mounted on Amerock 
Paaeehe Ai SA SAL . 


Merchandisers 























Qcmetion sitchin ame te 





No. 522EH Contemporary Satin Copper and 
Black Display 

















Shipping weight complete, 5% Ib In Amerock Revolving 
HERE'S WHAT DEALER GETS: Displays (see other side) 

L-canainlamascomnend use as Attractive display (value of hardware on display, in store windows—in paint 

ste, SYED $4.57) Retail Value departments 

Antique and handy order 10 pieces No. A-427-E Pulls............... $ 6.50 
eugene weet 6% Ib form 10 pieces No. A-3301-E Knobs............. 7.50 On the job—when calling 

its f 00. hi il 

joes oe — —.. DEALER SELLS extra hardware for....... $14.00 on architects—builders— 


also available) see other side Dealer cost complete only................. $ 9.00 cabinetmakers 
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= ...displays complete cabinet hardware department 
in less than one square foot of counter space 
(measures 10%” x 10%” x 23%” high over-all) 


... attracts attention—stimulates impulse sales 


» »» Mounts on pegboard—on Amerock merchandisers 
in store windows—on counters or islands 


++.comes to you completely assembled with 8 dis- 
plays (Series 500) of your choice 


...@xtra hardware for resale gives dealer 
50% markup on his total cost. 


No. 2560EH Revolving Display 


Shipping weight complete, 32 |b 


HERE'S WHAT DEALER GETS: 
Revolving unit complete with eight displays. 
Extra hardware for resale with retail value of $73.90. 


NOTE: Unless otherwise specified, No. 2560EH display 
will be shipped with the following displays already installed: 
No. 502, No. 506, No. 511, No. 512, No. 513, No. 521, No. 
522, and No. 575. 











No. 2560EH Amerock Revolving Display 





— 


“ec OM ime ieee 














al ncn a i ig 











Y 
USE THIS 
handy order form 


to order the displays you need to modernize your 
store. Indicate "EH" or DO" when ordering. The 
displays you order will be shipped and billed through 
the Amerock wholesaler of your choice. 






Dept. No. AL-2 


CORPORATION 


Rockford, Illinois 


502 506 511 512 513 521 522 








No. 2503 Electric Turntable . . . keeps your revolv- 
ing display in constant motion...display can be 
halted for inspection without damage to motor. 110 v, 
ac-dc. 

List Price 

Dealer Cost 

Shipping weight complete, 3 |b 


.. «$20.00 
12.00 











523 


526 556 557 575 2503 2560 





EH 
DO 






























































Please ship new Amerock Displays checked above: 


Name of Store 


City & State 
Signature bea 


Ship and bill me through (name of Amerock wholesaler). 


©) Send complete new Amerock Display Catalog. 


Street Address - “s 





TEAR OUT... ORDER! ' 














LUMBER AND FLOORING SAMPLES are 
additional sales builders in Bison Lum- 
ber’s home improvement display area. 











BIG PHOTOS 
’ (begins on page 134) 





In addition to the product samples, 
Bison Lumber also has an extensive 

collection of 8 x 10 color photographs 

| of jobs completed by their customers. 
The pictures, which were taken by a 
local professional photographer who 
completed a basement improvement 
job, are mounted in an impressive 
book. The photography cost Bison 
$300. 

“It was a very good investment for 
us,” Laird declares. “We're able to 
give job locations, costs and other 
interesting facts about each job. This 
helps create customer confidence and 
a desire to go ahead with his job. Like 
most dealers, we have limited display 
space. Our display room offsets this 
disadvantage, yet allows us to show 
our products to best advantage.” 

Mimeographed handbills, distributed 
door-to-door in the neighborhood, also 
some newspaper advertising, were 
used to spread the word about the 
display room. 

But the most effective advertising 
was spread by the contractors them- 
selves, who use the display as their 
own selling tool. 

To capitalize on homeowner busi- 
ness, the store is open seven days a 
week. Weekday hours are 8 a.m. to 
5:30 p.m., Saturdays until 4 and Sun- 
days 10 a.m. to 2 p.m. The store is 
open two evenings until 9 p.m. 


| 
| 





BASEMENT IMPROVEMENT JOB was 
done by one of Bison's do-it-yourself cus- 
tomers. Walls are prefinished Philippine 
mahogany. 





Sy i 





September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 











THEY SELL AT ‘REGULAR | BASEMENT \ WINDOW PRICES 


AT LAST . . . You can offer your customers these individually 
cartoned, top-quality Jalousie Units at the price of ordinary 
basement windows .. . AND MAKE YOUR NORMAL 
PROFIT! 

Each carton contains a fully weather stripped and completely 
assembled Regal Aluminum Jalousie Unit with heavy-duty 
glass louvers, aluminum screen panel, automatic control oper- 
ator (left or tight mounting) PLUS all necessary hardware for 
quick and easy installation. Optional storm panels available. 


IMMEDIATE DELIVERY of all Three Popular Stock Sizes 
33" x 13%" @ 33" x 174" @ 33" x 20%" 











_~ 
Regal 
“SILENT SALESMAN” 
COUNTER DISPLAY 
This compact counter dis- 
play occupies minimum 
space ... yet sells Regal 


Jalousie units on sight... 
builds more sales for you. 


SSS ee wee MA THIS COUPON TODAY S@eaaaae 
REGAL WINDOW PRODUCTS CO. * 6720 Allentown Bivd. * Harrisburg, Pa, 


RUSH me literature, prices and sales information on Regal 
Jalousie Basement Windows and the Regal “Silent-Salesman” 
Counter Display. 







is hee 





<¥ 
+ re Owes 
. 4 






Name 


j Address : ME es TIP eS 
City ices oiaatiaeibcdicloshaialaoatbi as 
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Don’t bebss <7 ee egal’s Profit Parade Today 
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In ad after ad in the Saturday Eve- 
ning Post we’re telling reroofing 


prospects to see you for Bird Wind | a4 6b > 4 | J 


Seal Shingles — Wind Seal Shingte 


Are you ready for them with a choice 
of colors in stock? 


BEST FOR YOUR ROOF 


BIRD & SON, inc. 


East Walpole, Mass. s Chicago, Ill. into sticking action, sealing every Wind 
Shreveport, La. . Charleston, S. C. Seal Shingle down in a mighty grip. 


The sun sets these spots of adhesive 
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The Best Siding is Made of Aluminum.. 


LIFEGUARD 


is The Worlds Finest Aluminum Siding 


“Double 4” 
What will your next siding customer call for? 
. . . Vertical, Horizontal, or perhaps some- 
thing different such as Lifeguard’s exclusive 
new ‘“‘Double 4”. This new idea in aluminum 
siding imparts a long, low modern look when 
combined with Vertical or 8” Horizontal de- 
signs. When used alone, Lifeguard’s ‘““Double 
4” creates a beautiful colonial effect. 

















Lifeguard’s Vertical, Horizontal and ‘Double 
4” siding and a complete line of accessories 
aze available in any of 10 decorative DuPont 
fire weld baked enamel colors. Vertical 




















Pee 


Horizontal 


When selling is your business, be sure you sell the one line that offers you a complete selec- 
tion of siding styles and accessories . . . LIFEGUARD, your one source for all siding needs. 


If you are interested in becoming a LIFEGUARD INDUSTRIES, INC., 
J 2425 GILBERT AVE., CINCINNATI 6, OHIO 


Lifeguard dealer, we'll rush infor- GENTLEMEN: 


mation on Lifeguard’s complete line I AM INTERESTED IN LIFEGUARD’S COMPLETE LINE OF 
ALUMINUM SIDING AND ACCESSORIES, PLEASE SEND ME 


of aluminum siding and accessories. 
ADDITIONAL INFORMATION. 


Lifeguard Industries, Cincinnati, Ohio. 
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Combination Windows and Doors 











TO SELL 


; pli y 
ANDERS<=N 
EXTRUDED ALUMINUM 


Y-.55 FINEST QUALITY 


Quality has always been an acknowledged asset in Anderson 
products . . . and through continuing research and enginering, 
quality is still a prime Anderson selling advantage. 


30 YEARS’ EXPERIENCE 3-~ 


Anderson has specialized in window and door products, both 
wood and aluminum, since 1930. 


=55 EXCLUSIVE FEATURES 


Anderson leadership is reflected in the many patented con- 
venience features engineered into its window and door products 
. . . features exclusively yours when you sell Anderson. 


NATIONALLY ADVERTISED »- “5 


Anderson products are now being advertised nationally in both 
consumer and trade magazines, supplemented with other media. 


=~ MERCHANDISING HELPS 


Anderson Advertising and Sales Promotion departments pro- 
vide sales, advertising and merchandising materials with sug- 
gestions for their effective use, plus a continuing program of 
seasonal ideas, materials. 


Jalousie Windows and Doors 




















. « plus many other 
extruded aluminum products 


PLAN NOW to take advantage of the Srecial OCA P2 romiton,! 


Take advantage of the special fall promotion on ANDERSON quality combination windows and 
doors, jalousies, and sliding glass doors. Now is the time, when folks are thinking about winterizing 
their homes. Promotion packet includes store display materials, radio, television and newspaper 
materials, backed by Anderson’s growing national advertising program. Send postcard NOW for the 
right start to PROFIT! 


ON ie) oy - te) 
ON 
V. E. ANDERSON MANUFACTURING COMPANY 


Owensboro, Kentucky . Bradenton, Florida ° Rome, Georgia 
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Henry was a builder. Good one, too. 
Knew building business inside and 
out. Had a good crew of men. 


Henry put up a model house. Quality 
workmanship cellar to attic. “No trou- 
ble selling this and plenty more like 
it,” mused Henry. “Heck of a lot for 
the money!” 


Came opening day. With it hordes of 
people. “Ah-h-h-h!” sighed Henry. 
“Really in business now.” 

Sad as it is to report, Henry wasn’t in 
business at all. Good as traffic was, 
Henry couldn't get anybody —any- 


This message is presented by Orangeburg Manufacturing 


Why poor Henry 
never got rich 


(when he could’ve) 


M. 


where near the dotted line. “What 
have I left undone?” wailed Henry. 
“Where did I go wrong?” 


Nobody told him and he never found 
out. But you, dear reader, for reading 
this far, certainly deserve to know 
where Henry goofed. 


Poor Henry hadn’t included one, 
single, nationally-advertised Brand 
Name—anywhere in his house. Roof- 
ing was by , Inc. Siding by 
- ---Co. Even the door latches were 
a product of the Brothers 


We say Brand Names are important! 


@THE NAME ORANGEBURG AND T 


Selling shoes or shirts. Hammers or 
houses. Brand Names give assurance 
of quality. Carry weight. Impress 
people. Provide something to point to 
with pride. Most important to you— 
Brand Names help sell more houses— 
and sell ‘em faster. Ask any builder 
who uses them. 

Now the $64 question. Why be like 
poor Henry and build houses with un- 
known materials? Are the pennies you 


save (if you do) worth it? Why not 


use nationally-advertised Brand 
Names (like Orangeburg and Flint- 
kote) and end up successful! 


RG MANUFA 








Co., the folks who practically invented Brand Name selling 





in pipe. Be sure your homes feature genuine Orangeburg— 





the Brand with the Silver Band.* Root-Proof Pipe and Fit- 





tings for house sewer lines, downspout run-offs...Perfo- 





rated Pipe for foundation drains, septic tank filter beds. 





Orangeburg Manufacturing Co., Orangeburg, N.Y., New- 





ark, Calif. A Division of The Flintkote Company, Manufac- 





turers of America’s Broadest Line of Building Products. 





, his is the Brand | want!” 


1 usestgn Grenacture. The modern lnwcoet sneues 
150 mith 


genuine 











Secret of Success Make a product of unques- 


tionable quality and advertise that fact nationally year- 
after-year. The Orangeburg ad above, one of a continu- 


ing series, appears in LIFE, Sept. 14, reach- 
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ing an estimated audience of 32 million. 
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CONTRACTOR HERB ELLIS, center, is building 36 houses in DO-IT-YOURSELF builder Stan Powers, right, inspects the 
Palo Alto. A young aggressive builder, he is counting pennies. Traynor & Silver prefinished plywood display. He's using pre- 
“It wasn't the free paneling job that sold me,"’ he says, ‘but finished plywood in one room at home. Powers has spent 
the comp'eteness of Traynor & Silver's program. Dealer Brom- $4,600 at Traynor & Silver to date. 


field, left; right, wholesaler Bud Smith. 


Builders Go For Prefinished Paneling Push 


Fall promotion meets good acceptance with California deal- 
er's small contractor customers. 


Any contractor—remodeling special- 
ist or new construction man—can use 
a little extra promotional effort to help 
his sales, according to Harold Brom- 
field, sales manager, Traynor & Silver 
Building Materials Co., Palo Allo, 
Calif. 

And if you can offer a contractor 
such a sales promotion, that's a plus 
on your regular service, he believes. 

“But you can’t take every promo- 
tion plan that comes along,” Brom- 
field emphasizes, “you’ve got to pick 
only the best ones, then push them 
with the contractor for all you're 
worth.” 

A promotion idea which is produc- 
ing plus-sales for Traynor & Silver is 
the Fall 1959 Georgia-Pacific pre- 
finished plywood program.. It was 
offered to Bromfield early in August. 

“Already we have three builders 
lined up,” said Bromfield. “Our sales 
of prefinished plywood panels have 
averaged $150 per house and a lot 
more volume is in sight.” That is the 
record in 24% weeks. 

Bromfield’s contractor customers 
are smail-volume speculative builders 
and home improvement contractors. 
He has little large-tract business. Each 
of his contractors is currently building 
ia the $22,500 to $35,000 price range 
and is constantly seeking to offer a 
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better value and get more buyer advertisements in national magazines 
acceptance. for our manufacturer’s prefinished 

Sales aids aplenty. “We show the plywood paneling,” Bromfield ex- 
contractor the full-page natural color (continued on page 144) 


TRAYNOR & SILVER EMPLOYES are taught how to sell prefinished plywood by ware- 
house representative Bud Smith, right. 


September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








Senior Convertible 
Decorator Series 


Junior Door 
@ Ten beautiful decorator colors 
q custom sizes 
ndard an 
@ All sta 


inal rio" 
: depots in 8 
@ stocking 











For full details write to: SUN VALLEY INDUSTRIES, INC. 
8354 San Fernando Rd., Sun Valley, California 
or 4528 W. 51st Street, Chicago, Illinois 





PmMm< 




















a L ' : 
SALES COME EASIER WHEN YOUR SIDING IS BETTER! 
YRITE OF 
’ t ® 














PREFINISHED PANELING 
(begins on page 142) 





fine wood paneling job in his model 
home, give him job signs, publicity 
material, ad mats and feature the 
paneling in our store. We turn over 
consumer inquiries we receive from 
the manufacturer so his house sales- 
man can follow through. Thus the 
contractor benefits from our manu- 
facturer’s national consumer ads. 

“We offer the same program to the 
home improvement contractor, even 


the free paneling job if he has a model 
house. 

“The program offers as much op- 
portunity to him as to the new home 
builder. Both new home and improve- 
ment contractor gets a 3-D slide film 
viewer so buyers can select exactly 
the paneling they prefer. In addition, 
a promotion man from the wholesale 
warehouse helps the builder or home 
improvement contractor lay out a 
complete selling program.” 

To supplement this promotion, 
Bromfield has installed a_ lighted, 
illustrated display of fine plywood 
paneling in his store. 





bright, new 


SUN RAY packs 


spark steel wool sales! 


Three new colorful Sun Ray Steel Wool 
packages stop the eye, start the sale... 
encourage self-service and impulse buying. 
Handy, informative packages suggest doz- 
ens of uses and the right grade for each 
job. Dependable quality of long, resilient 
strands of finest Sun Ray Steel Wool builds 
repeat volume for you. 

TWIN PACK with 16 layer-built pads di- 
vides into two complete 8 pad packages 
for sales flexibility. Available in 7 grades. 

3-IN-1-PACK holds assortment of 6 big, 
handful-size layer-built pads . . . two each 
of fine, medium and coarse grades of steel 
wool in each package. 


ONE POUND BULK TUBES are economi- 
cal buy for home, shop and general indus- 
try ... available in 7 grades, also 3 grades 
of shavings. 

Order Sun Ray from your jobber today, 
or write for free descriptive literature to: 
THE WILLIAMS COMPANY, London, Ohio. 


Wil 


STEEL WOOL 





LAYER-BUILT PADS © JEX HOUSEHOLD PADS © BULK POUND TUBES 
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REMODELING CONTRACTOR Jim White 
makes good use of Traynor & Silver's 
prefinished plywood sales aids in sign- 
ing up jobs. Here one of White's car- 
penters applies a panel of cherry veneer. 


“Usually we have already sold the 
builder on buying our lumber, mill- 
work and the like,” added Bromfield. 
“The prefinished paneling deal is an 
added inducement. Price doesn’t enter 
the picture. We can match lumber 
prices with any carload buyer on the 
Peninsula. The only ones who can 
undersell us are the shipload buy- 
ers and they’re not selling the smaller 
contractors. 

Quality story. “We've got a strong 
quality story to tell on the prefinished 
paneling, too. There are places in San 
Francisco where you can buy pre- 
finished plywood for as low as 29¢. 
Our product runs 39¢ and up, but 
we're able to prove our product has 
quality. A builder can base a reputa- 
tion on our merchandise—and he 
knows it.” 

Do-it-yourself home builders and 
home improvement customers also 
move a lot of prefinished paneling. 

“We have about 30 panels in stock 
but we don’t need more,” Bromfield 
says, “because of daily deliveries from 
the wholesaler. Cherry is the best 
seller, followed closely by Philippine 
mahogany for the lower-priced qual- 
ity market, then walnut. 

“We're just getting started on sell- 
ing prefinished plywood,” Bromfield 
concluded. “As our current builder 
customers step up production and as 
we line up more constractors, our 
volume ought to be very good.” 


inland Steel Expansion 
On West Coast 


A new, long span T-Steel roofing 
deck has been announced by Inland 
Steel Products Co., Milwaukee, as a 
result of the purchase of T-Steel Cor- 
poration, Kirkland, Wash. Production 
equipment for the deck will be moved 
to Inland’s Hayward, Calif., plant. 





Now famous i 


Now comes the big breakthrough in 
selling flooring! Flintkote’s Collec- 
tion idea ties fashion to flooring, ties 
your sales to a skyrocket! 

Famous interior designers like 
Ceil Williams and Michael Greer 
(above), Eugene Tarnawa, and Vir- 
ginia Whitmore Kelly, are working 
with Flintkote patterns, creating 
new design ideas your customers 
will want to see. The Fall Collection 
is just the start! Other Collections 
—timed for seasonal selling—will 
follow. All include designer-styled 
Flintkote Tile-Tex* flooring pat- 
terns. 


+Registered trademark, The Flintkote Company 


nterior designers sell 
Flintkote high fashion flooring for you 


Powerful advertising supports 
the promotion! Campaign includes 
full-color spreads and pages in Bet- 
ter Homes & Gardens, Living for 
Young Homemakers and House and 
Garden. 

Sales Promotion too! In Flintkote’s 
Fall Collection Kit are reprints, ban- 
ners, display ideas—everything you 
need to make your store the dec- 
orating idea center for flooring in 
your area! For your Kit and full 
details see your Flintkote Flooring 
representative or write: The Flint- 
kote Company, Flooring and Adhe- 
sive Division, 30 Rockefeller Plaza, 
New York 20, New York. 


America’s Broadest Line of Building Products 
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FLINTKOTE 


TILE-TEX PRODUCTS 
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KEYLINE POULTRY NETTING. It’s so easy to stretch Keyline 
because extra line wires keep an even pull throughout the mesh. 
This netting with the “reverse twist” weave stays flat and smooth 
—goes up good and tight. Bottom hugs ground, top is straight. 
Mesh is heavily galvanized to resist wear and weather. Keyline 
comes in a variety of sizes, in 50 or 150-foot rolls. 


The Only Fence Line that Sells on Sight 
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KEYSTONE BALER WIRE. Never a broken bale 
with this high quality uniform wire. Works well in 
any automatic baler. The wire is annealed to guar- 
antee correct softness. Perfectly coiled Keystone 
baler wire feeds evenly under the toughest baling 
conditions, Produced to A.S.A.E, standards, 


J 
te 
| 
| 
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All-around Use... 


KEYSTONE NAILS. Keystone features a complete line of nails, in- 
cluding these specialties: Keystone Furring, Ring Shank, and Drive 
Screw nails. Galvanized finish, blued or cement-coated. Nails are 
packed in easy-to-handle 50-lb. or 100-lb. cartons. 


KEYSTONE STEEL & WIRE COMPANY "foRa7 
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TILE-IT-YOURSELF... wien C22€ MOSAIC TILE | 
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Capri“MOSAIC TILE CENTER” 


Cash in on the big swing to Do-It-Yourself Mosaic Tile... 
with this new low-cost package deal 





Capri’s low-cost “Mosaic Tile Center” program makes it apa Tan emir las caine tina: 
easy for you to become the recognized source for mosaic tile 
in your area. You get a broad inventory of Capri Tiles 
and accessories . . . a dramatic, self-selling wall display 
... FREE advertising mats, literature, complete promotion 
kit. 

Capri Mosaic Tile is the genuine ceramic PRESTIGE SUR- 
FACE your customers can apply themselves... a real 
“natural” for the home handyman. It’s the hottest new item 
in the do-it-yourself market. 


Here's what you get: 


ry 


“Mosaic Tile Center” Display 
sheets Capri Mosaic Tile, assorted colors 
tile bins 

pints cement 

1-Ib. pkgs. grout 

cement spreaders 

tile cutters 

Trivet Kits 

Cigarette Box Kits 

Wall Planter Kit 

Vase Kit 

36” round table, ready for tiling 
Cigarette Box, finished for display 


_— 
So 
So 


Get in on the ground floor ... ask your distributor salesman 
to show you the Capri line NOW! 


— i ee 
— —— — = WP —O OO WP OW 


Capri ses Oe TEXTURED ceramic mosaic tile 


> > ih r T TT TR ry 
ORDER THROUGH YOUR DISTRIBUTOR OR WRITE Retail Value — $291.50 


STANDARD TILE CO., INC. YOUR COST-$175.00 


854 Rockaway Ave., Brooklyn 12, N. Y. ee ee eee ee ee ee od 


PLUS .... promotion kit, tile chart, 
sales literature 


ee ee ee ee ee 
oe ee ee ee ee ee eee ee ee es ee ee es es oe es 
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WOOD Aton 2 = 


....the mellow warmth of wood 
in the magic of vinyl asbestos tile 


Another best-seller from Azrock — handsome Vina-Lux 
Wood Tones give your customer the rich-looking effect 

of fine hardwoods — with all the economy, rugged long wear 
and easy maintenance for which Vina-Lux is famous. 


In Vina-Lux Wood Tones, the wood graining 

runs completely through the tile, which means this 
distinctive “woody” styling is there for the 

life of the floor ...a long life because it’s Vina-Lux! 


Available in French Walnut and English Oak shades — 
1/16” thickness only — Vina-Lux Wood Tones are yours for 
more sales and profits — now! Call your Azrock 
distributor for samples. 


Azrock is GOING Places... Why Not GO With Us! 


AZROCK FLOOR PRODUCTS DIVISION 


UVALDE ROCK ASPHALT CO. « 595D FROST BANK BLDG. + SAN ANTONIO, TEX. 


MAKER SBS o F VER Ars+rE VS ° 4a2Z2ROCc K AZ#PHLEX ° DUB A EC © 
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Cyclone Hardware Cloth, with the ex- 

lusive welded selvage, has many uses 
for the homeowner, the farmer and the 
contractor. 





Cyclone Flower Bed Border, two types, 
identical in construction to Lawn Fence 
protects plants and shrubs from tram- 
pling and other damage. 


on these 
































American Welded Utility Fabric—ideal 
for poultry floors, bins, battery fronts, and 
various other types of enclosures for 
poultry and other small animals. 


American Galvanized Gates are made of heavy- 
gauge fabric with sturdy, but lightweight, steel 
tubing frames. In many styles and sizes, all types 
complete with fittings. 


























American Barbed Wire, in 7 styles, has 
sharp, well-formed evenly spaced barbs. 
Extra-high quality for long life. 


American Ranger Barbed Wire is a high- 
strength, low-cost wire. It is available in 
two- and four-point barbed styles. 


Cyclone Lawn Fence and Gates, in a 
variety of heights and styles, welded or 
woven construction, add protection and 
beauty to home yards. 


See eae 


100-F'uund Cartons of American Nails 
are strong, sturdy, and can be exposed 
to weather right on the job. 











American Hex-Cel Poultry Netting, 
with its straight, true weave, is a profit- 
able and popular item to handle. 
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homeowners and farmers 
fast sellers now ! 


Large quantities of these well-known fence and 
hardware products are used in property improve- 
ment projects at this time of year. You can cash 
in on seasonal building and rebuilding by stocking 
—and displaying —adequate supplies of these fast- 
selling lines. They are famous brands; farmers and 
homeowners will look for them when they come 
to buy. 

For faster, easier sales—stock up on these prod- 


ucts today. Write the nearest American Steel & 
Wire sales office—or American Steel & Wire, Dept. 
9127, 614 Superior Ave., N.W., Cleveland 13, Ohio. 


USS, American, Cyclone, Ranger and Hex-Cel are trademarks 


American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Steel Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & Iron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 

















American Nails and Tacks are made American Baler Wire is manufactured 
in hundreds of different styles, shapes, in styles to fit most all makes of automatic 
and sizes and in many different finishes balers. It is strong and tough, works 
for a great variety of fastening needs. smoothly and evenly. 


September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 87 on Handy Cover Card 





Grow with the growth of 


ALUMINUM home improvement 
i selling guide 








nichols 


© 


ALUMINUM 
building products 


Metal Specialties Featured 


Supp Ae 
s eldhineg 2 0 me ~ Metal specialty products are given strong pro- 
"ers motion at Rutland Lumber Co., Albany, N. Y. 
with both newspaper advertising and product 
display on their store-length, weather-protected 
outdoor sales area. Metal stair stringers and an 
all-steel cellar door entrance are two examples 
of metal specialties given strong promotion by 
Rutland Lumber, as shown above and below. 


IF YOU_HAVE 


ane | 


... YOU NEED 


Ta a Ee i 


& ST OO Dies snap: Ey 
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pt 


Aluminum —the prestige meta! of the building industry 
offers you the opportunity to share in the increased accept- 
ance of aluminum building products. Your customers — 
builders, contractors and home owners, are all aware of the | LET RUT 

weeny advantages offered by maintenance-free aluminum. ! REPLACE THAT WORN OUT WOOD HATCHWAY 


Ask your jobber now about NICHOLS NEVER-STAIN fs seri eK eS eae aed 
ALUMINUM BUILDING PRODUCTS or write direct for perpen | B Veo 
descriptive literature. cute ty wot — Yy 


r 
rumpus rooms, workshop A 
or storage room, Plus Instellotien 


michols wit & ALUMINUM CO. ae 
DAVENPORT, IOWA | praca ae ™. 


| 1997 CENTRAL AVE. ALB.-SCH’Dy RD. 














World's Largest Manufacturer of Aluminum Nails 
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Self aligning 
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Ruberoid Lok-Tabs are backed by the most 
powerful sales feature in the industry — a 
written warranty against wind damage! This 
exclusive warranty covers wind damage even 
from cyclones and hurricanes. It’s another 
outstanding product design from Ruberoid— 
the industry leader since 1886. But that’s not 
all! You get more than top-quality products. 


AVAILABLE IN 


frend Colors 


FOR VOLUME SALES 
WITH PROFIT! 


Ruberoid supports your sales efforts with na- 
tional and trade advertising . . . promotions 
and merchandising aids . . . a complete line of 
roofing and siding . . . All substantial reasons 
why dealers count on Ruberoid for profit, 
year after year. Contact your Ruberoid rep- 
resentative today. Or write: 

The RUBEROID Co. 





500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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DO-IT-YOURSELF MARKET is tapped by 
Linden Lumber. Vice-president John Saver 
shows lady customer how easy it is to in- 
stall mineral wool batts with staple gun. 


Roofing, Insulation Specialties Lead To 
Million-Dollar, Big-Ticket Volume 


Subsidiary construction firm of New Jersey lumberyard benefits 
greatly from home improvement specialty business. Work is 
done by independent subs who take oniy Linden Lumber jobs. 
Big advantage: Dealer can sell large or small jobs, either on 
contact (through construction company) or materials only. 


HE LINDEN LUMBER Construc- 

tion Co., a closely controlled sub- 
sidiary of the Linden (N. J.) Lumber 
Co., does a million dollars in home 
improvements a year. 


The average ticket runs $2,000, but 
the company handles everything from 
reroofing and insulation jobs to the 
building of complete homes. Materials 
are purchased from Linden Lumber 


Co. at contractor prices. 

Inquiries about small jobs are 
looked upon as keys that can unlock 
the door to big ticket modernizations. 
“Roofing and insulation are good 
‘leaders’,” said Perry Connell, general 
manager of the construction company. 
“And even if the bigger jobs don’t 
develop, roofing and insulation work 
give us a good profit. 

For instance, when a homeowner 
asks about having some _ insulation 
installed in his attic, there’s an excel- 
lent chance he wants to use the attic 
for living space and is thinking of 
finishing it himself. 

“The homeowner sometimes isn’t 
aware of what finishing an attic en- 
tails,” Connell points out. “The sales- 
man shows him black and _ white 
photographs and __ three-dimensional 
color slides of attics we have done 
and explains the work that is involved. 
Often, the homeowner realizes it’s too 





much for him to tackle by himself and 
we get the job. If he does decide to 
try it himself, Linden Lumber Co. 
rarely fails to sell him all the materi- 
als.” 

One inquiry about attic insulation 
resulted in a contract for a large 
dormer. “After talking with the sales- 
man, the homeowner realized he 
needed more space than was available 
in his attic,’ Connell says. “He was 
prepared to finish his attic himself, 
but he was not skilled enough to open 
his roof and put on the dormer. We 
got the contract for the entire job.” 

Another homeowner who called 
about insulation felt he couldn’t afford 
the cost of having his attic finished. 
The salesman suggested he contract 
for the framing, plumbing, and elec- 
trical work and do the insulation and 
interior finishing himself. Linden 
Lumber Co. caters to the do-it-your- 
selfer and offers free instruction and 
tool rental. 

When a salesman follows up a 
reroofing inquiry, he checks the home- 
owner’s future plans for adding a 
room extension or a dormer. He points 
out that doing such work at the time 
the new roof is applied is more econ- 
omical than doing the jobs separately. 
Also, the homeowner wili have an 
attractive new asphalt shingle roof 
over his entire house. 

Overall remodeling helps specialty. 
Home improvement jobs can lead to 
reroofing just as easily as the reverse 
is true. “We recently received an in- 
quiry about a room addition to a 
20-year-old home,” Connell explains. 
“The salesman noted that the roof was 
starting to show signs of wear and 
suggested a new asphalt roof at the 
same time the addition was con- 
structed. It was added to the contract.” 

Light-color self-sealing asphalt strip 
shingles are the most popular with 
Linden Lumber customers. The self- 
sealers are specified because of the 
punishing storm winds that sometimes 
buffet the New Jersey coast. White is 
preferred because of its appearance 
and reflectivity. 

Pricing “bible”. The construction 
company salesmen sell home im- 
provements with a  “bible’—that’s 
what Connell calls the price book they 
use to make their estimates. The book 
shows the prices to the customer of 
every type of home improvement on a 
square-foot labor-and-materials pack- 
age plan, computed on a unit basis. 

“Nothing shakes the public’s con- 
fidence more than inconsistent pric- 
ing” Connell maintains. “The sales- 
men are under strict orders to use the 
book prices for every job they esti- 
mate. They get their commission on 
the face price of the contract. 

“If a salesman prices a job too 
low, we reject the contract or send 
him back to the homeowner to negoti- 
ate a more accurate price. If he 
estimates too high, we notify the 
customer the job will cost less than 
was estimated.” 

“We've cultivated a reputation for 


quality work and materials at a price 
that is fair to both the customer and 
ourselves. We will not cut a price to 
get a job and then make up the differ- 
ence on another customer. In the long 
run, it’s the best way to operate—and 
we're in business for the long run.” 

Follow-up leads. These policies 
have proven themselves. The salesmen 
close better than 20% of their leads, 
an especially impressive record be- 
cause every inquiry is considered a 
lead. Inquiries are not qualified over 
the telephone before an appointment 
is made. 

Most leads come in as a result of 
customer recommendations and news- 
paper and radio advertising. 

Newspaper ads are run in conjunc- 
tion with the lumber company and 


al 
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ONE-STOP SERVICE is promoted with 


sign at Manasquan, N.J. branch, visible 
several hundred yards up and down 
highway. Other branches are at Linden, 
Ship Bottom and Barnegat. 


separately. More than 60 radio spot 
commercials are used each week. The 
advertising invites people to come in 
and look around or “give us a call 
without obligation.” 

Leads are given to one of the eight 
salesmen after an appointment has 
been made for him to visit the pro- 
spect. When he closes a job, he turns 
in a signed contract, a floor plan, and 
a detailed breakdown of his estimate 
to his construction manager. His break- 
down is checked against the dimen- 
sions on his floor plan and the prices 
in the “bible.” If it checks out, the 
floor plan is sent to the production 
department. 

A production man visits the house 
and checks the accuracy of the dimen- 
sions and layout. He looks for unusual 

(continued on page 156) 


DISPLAYS SELL INSULATION for Linden 
Lumber. Three-inch batts are used on all 
modernization. Perry Conner, construc- 
tion general manager, says: ‘It's false 
economy to use anything less." 


INSTALLATION SERVICE is handled through construction division of Linden Lumber. 
Roofers above apply white asphalt shingles to dormer. Homeowner originally in- 
quired about insulation only; salesman pointed out need for more space. With con- 
struction company available, dealer can step up sales to whole-house modernization. 
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DORMER IS FRAMED by carpenter crews of Linden Lumber 
Construction Co. Crews work as exclusive subcontractors; are 


not permitted to take outside jobs. 





ROOFING, INSULATION 


(begins on page 155) 





conditions that might make the job 
more difficult than normal. If all is 
in order, he draws up a list of materi- 
als and assigns a construction crew. 

The production man visits the job 
several times while it is in progress 
and makes a final inspection when it 
is completed. He investigates call- 
backs and corrects minor problems on 
the spot—all production men are 
skilled carpenters. Major problems are 
referred to the men that did the work. 


Ide 


ys 


PRODUCTION MAN for Linden Lumber Construction Co. checks 
each job several times while in progress and makes final in- 


spection when it's completed. 


Exclusive subs. Jobs are assigned to 
one of 18 two-man carpentry crews 
that work as subcontractors on an 
exclusive basis. Connell screened more 
than 400 men before coming up with 
his 18 crews. The crews are paid by 
the job; the men make their own 
arrangements for dividing the money. 
Some crews hire extra help when 
they’re assigned to large jobs. 

The men are kept busy all year. 
They are not permitted to handle out- 
side jobs. The work of other trades 
is subcontracted to responsible local 
contractors. The customer deals only 
with the Linden Lumber Construction 
Co. 


ROOMS IN IDEA HOUSE enable customers to visualize finished jobs. Salesmen are 
on hand to discuss contract work. Or, it's just a few steps to retail showroom where 
materials can be bought and tools rented for do-it-yourself projects. 


156 


Before Linden Lumber established 
its Own construction company, it 
would recommend a local contractor 
to anyone who inquired about home 
improvements. 

“We had no control over where the 
contractor bought his materials, the 
quality of his workmanship, or the 
price he charged,” Connell explains. 
“But we were considered partly re- 
sponsible for these things by the home 
owner because we had recommended 
the contractor. Now, we are in control 
of the job from beginning to end.” 

The construction company has in- 
creased Linden Lumber’s - materials 
volume even more than was antici- 
pated. An increase due to the materi- 
als the construction company uses on 
its jobs was expected. An increase in 
sales to do-it-yourselfers has been a 
welcome surprise. 

“Idea” houses. “We've built ‘Idea 
Houses’ at each of our locations,” Con- 
nell said. “We find many people 
browse through the model homes to 
get ideas for do-it-yourself projects. 
Others come in with the intention of 
contracting for the work, but end up 
deciding to tackle it themselves. 

In 1936, Lester Gottdenker, a truck 
driver for Linden Lumber Co., was 
taken in as a partner by his boss. Two 
years later he became sole owner of 
the yard. The business was discon- 
tinued while Gottdenker was in the 
Army from 1941 to 1945. 

After he was discharged, Gottden- 
ker built up a multi-million dollar 
operation selling to contractors and 
builders. In 1955, he took stock of 
his situation, did some serious thinking 
about the future, and decided to 
change over to consumer selling. He 
built “Super Market” showrooms in- 
viting to women as well as men and 
expanded the number of items in his 
inventory to cover everything that 
goes into the building, remodeling, or 
decorating of a house. 

Gottdenker’s four locations are now 
doing a greater volume than he did 
before his 1955 changeover and pro- 
fits are better. The construction com- 
pany was started early in 1958. 
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Increase interest... 


with merchandisers from Berry 





























The easiest-going garage door on the market now 
makes it easy for you to roll up sales. . . with dynamic 
promotion pieces specially designed for you, and other 
pieces designed for your modernization and model 
home builder customers. Three kits available in all 
... and for free! And every striking, colorful piece 
puts impact behind the quality story you tell— 
the full five-year guarantee; rustproof, peelproof 
Paintlok steel; complete weatherstripping. 
Whether you sell one-piece, sectional models 

or both from the world’s largest manufacturer 

of residential garage doors, plan to boost 

sales right now—with Berry’s kit of profit 
promoters! See your distributor or write 

direct: Berry Door Corp., 2400 E. Lincoln, 
Birmingham, Michigan. In Canada: 








Berry Door Co., Limited, 





Wingham, Ontario. 





Berr 


STEEL DOORS & 
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SELL PRICE... 


~ MINERVA 
MT 
DOORS 


give you 
MORE PROFIT 
because... 


Let’s face it... 
there are thousands of 
customers who want a 

good door. They are proud 
of their homes and. want 
quality, not the cheapest 
thing on the market. 
Write today for pricing 
information and see 

the profit you 

can make 





you can 
MAKE MONEY 
selling 
Minerva 
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COMPACT FLOOR FIXTURE provides home handyman trade 
with wide selection on self-service basis at Henrich Lumber 
Co.'s new home improvement supermarket in Buffalo, N. Y. 


Floor Tiles Get Foot 
In Remodeling Door 


Heavy inventories are not needed to sell resilient floor 
tiles. This was revealed in a cross-country check with 
dealers made by American Lumberman earlier this year. 

Any dealer can become a floor tile “specialist” by display 
of samples. He can draw on the distributor for quick 
delivery. 

For instance, in Denver many lumberyards buy floor 
tile from the Richardson Lumber Co., their regular whole- 
sale source. “We started our resilient floor covering depart- 
ment two years ago. Today we are delivering better than 
1.200 cartons monthly to our lumberyard accounts,” re- 
ported John Haller, assistant manager of Richardson’s. 
Haller said that most dealers operate from an 18-carton 
stock. The average dealer sells about $200 in tiles a month. 
For the most part this is for home improvement sales. 

There is an opportunity in many communities for a more 


“THIS IS MY STAR SALESMAN” said P. H. Garbade, manager 
of Garbade Lumber Co., Shiner, Tex. Dealer's complete inven- 
tory is shown underneath floor display. 
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FREE-STANDING DISPLAY of tiles serve the do-it-yourself 
market for Arnold L. Krich, manager of Shurtleff's, retail lum- 
beryard in Carpentersville, Ill. ‘‘l carry a small inventory be- 
cause we get 24-hour delivery to job site on tiles,’’ Krich 
said. Most of the business is for home improvement. 


extensive floor covering specialty department. Columbia 
Valley Lumber Co., Bellingham, Wash., sells $60,000 
worth of resilient floor coverings a year. It is part of their 
interior decorating service. 

Another example of the floor covering opportunity for 
lumberyards comes from Olmos Lumber in San Antonio, 
Tex. This firm started a separate floor coverings depart- 
ment a year ago and has enjoyed a steady 10% monthly 
increase in sales ever since. 

Island displays with pockets for individual tiles are ideal 
for sales to do-it-yourselfers on a self-service basis. 

As pointed out elsewhere in this issue, new home owners 
can be tapped for improvement packages. An example of 
how resilient floor coverings fit into this market is the 
experience of Levine’s Lumber & Builders’ Supply Co., 
Elgin, Ill. About 75% of Levine’s resilient flooring sales are 
to new homeowners who put in their own basement floors. 

Most dealers report that vinyl tile sales are pushing 
ahead of asphalt tile this year. 


° x Bec ae RES 


Armstron 
Luxurious Mee OORS 


RESILIENT FLOORING is big business for Abbeville (La.) Lum- 
ber Co. Emmett Putnam, Jr., president (above with his floor 
coverings specialist) reports sales of $20,000 in this depart- 
ment. Figure includes installation service. 
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SENSATIONAL 
FREE GOODS 


OFFER ‘rnc 


YOU MORE THAN DOUBLE YOUR M 








MIRACLE 
BRITE MAGIC 
ADHESIVE 


MIRACLE 
BLACK MAGIC 
ADHESIVE 




















YOUR SPECIAL BONUS PACKAGE CONTAINS: 





1 display (12 Tubes 27/4 oz.) 





4 extra 2% oz. ($.59 retail) Tubes... FREE 
PL) 16 Tubes 2% oz. Sell for $9.44 
Costs you $4.25 





YOUR PROFIT | A SENSATIONAL 


$5.19 | 552%... 








a sensational 55% profit on Brite Magic and 

Black Magic. Reported by store after store 

as their fastest selling item. Customer ac- 
9 ceptance and enthusiasm increasing! 





Easy-to-use nozzle for neater, 
faster application! 
Dramatic, eye-arresting display. 





BACKED BY BIG ADVERTISING CAMPAIGN! 











MIRACLE ADHESIVES CORPORATION 


250 Pettit Avenue, Bellmore, Long Island, New York 
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Tek-Bilt Rt. 17, Hackensack, N. J. 


Gentlemen: 
Kindly send further information about your 


REDI-HUNG Combination door. | Am A [] Dealer [] Distributor 


Tek But 


all the features you'd 
expect + the exclusive 


TEK-BILT 
PUSH-LOK 


Beautiful - Simple * Convenient 


No twisting no turning 
just the touch of a 
finger opens 


the 


door! 


REDI-HUNG 


aluminum combination door 


MINUTES TO SELL... that’s all it takes 
when you display the new Tek-Bilt REDI-HUNG 
Aluminum Combination Door 


MINUTES TO INSTALL... that’s all it takes 
any homeowner — thanks to our exclusive 4 step instruction 
method. No drilling . . . no cutting — no special tools 
required with the Tek-Bilt REDI-HUNG 
Aluminum Combination Door 


PERCENT EASIER for you to handle! 
NEW! Prepacked complete in a single carton. 
NEW | Illustrative literature . . . floor displays. 
NEW! The quality every homeowner would like 
... ata price to fit his budget! That’s the 
Tek-Bilt REDI-HUNG Aluminum Combination Door 


Let your Tek-Bilt representative prove what we say! . 





NAME 


Plants in Principal Cities 


Hackensack, N.J. « Washington, 0.C. 





COMPANY 


ADDRESS 


Rochester, N.Y. . Boston, Mass. 
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new..exciTiNé.. POWERFUL! 


A Great New BIGTIMIE Profit-Making Sales Package 
..Backed by BIG TIME National Advertising 


..And Dramatic BIG TIME Sales Aids 
TO HELP YOU SELL MORE! 


Now Zonolite® offers you the complete insulation line for 59! 


PLUS a record-breaking ““BIG-TIME” Zonolite national 
advertising program that will help you sell...and sell! 

“Big-Time” ads in ‘“‘Big-Time’ magazines like Saturday 
Evening Post, Better Homes and Gardens, This Week, Parade, 
Popular Mechanics, farm magazines and many others. 

PLUS powerful sales aids to help get you a bigger volume in 
your place of business—complete, effective displays, literature, 
advertising material, Zonolite ad mats. And TV and radio 

spots you can use in your own advertising campaign to focus the atten- 
tion value of Zonolite’s national advertising on your own store. It won’t 
cost you anything to find out about this “Big-Time” sales opportunity. 
Mail coupon—we’ll see you get the whole story. 


| Please send full details of Zonolite’s 1959 “ 





MAIL THIS cs 
COUPON FOR __—_i 
FULL DETAILS —— 


| ci & Zone 














BILLBOARD PLAYS UP materials for remodeling as well as ply- 


wood itself. 


_ 
oe a 


oa 


GENERAL MANAGER BOB MORRIS sells from 4’x8’ panels; SPECIAL STORAGE RACKS were designed for Plywood Mart 
adjacent birch kitchen is tied into remodeling sales. to keep sheets flat and easy to handle. 


There are Many Markets for Plywood 


New England specialty mart goes after homeowner, builder 
and industrial customers with specialized promotion to each 
market; personal service brings customers back. 


PLYWOOD WAS USED EXTENSIVELY in 
this $50,000 home. Prefinished walnut 
was used in the living room while ma- 
hogany, Tenex and pecky cypress was 
used in the recreation room. 


Product knowledge, brand names 
and smart advertising are the success 
tools used by The Plywood Mart, 
East Providence, R. I. The four-year- 
old firm has not only promoted their 
major product successfully, but grad- 
ually increased their list of loyal 
customers. 

The entire offering of The Ply- 
wood Mart is listed on a small card. 
But in addition to plywood itself, the 
firm carries doors, hardboard, lum- 
ber in paneling form, moldings and 
shelving; finishes, adhesives and pre- 
servatives. Mainly the firm carries 
what is undoubtedly the largest selec- 
tion of plywood in the area, itself a 
strong sales point. 

When a_ do-it-yourself customer 
wants two matched sheets of prefin- 
ished birch, for example, for a fine 
piece of furniture, he has his choice 
from a hundred sheets at the Ply- 
wood Mart. 

This type customer can well afford 
to pay a premium price—and he usu- 
ally has friends who are also inter- 
ested and able to pay. 

(continued on page 164) 
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GODFREY’S BACK— 
AND WELDWOOD’S GOT HIM! 


Starting September 28th, Arthur Godfrey 
returns to over 200 CBS radio stations 

to help you sell Weldwood Wax, Presto-Set 
Glue and other Weldwood products. Stock 
up for the sales-boom ahead. And see your 


jobber for Godfrey tie-in displays. 


United States Plywood Corporation 


55 W. 44TH STREET, NEW YORK 36, NEW YORK 


See the exciting new Weldwood product line at the National Hardware 
Show—New York Coliseum, September 28 through October 2 
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MARKETS FOR PLYWOOD 
(begins on page 162) 





On the other hand, many sales 
are made where volume plus high 
quality are of prime consideration. 

Industry, of course, has many uses 
for plywood, both construction and 
prefinished types. Thus, Plywood 
Mart’s volume is % to the home- 
owner, % to the builder, and % to 
industry. 

Promotion results, Like the con- 
ventional lumberyard, they are will- 
ing to spend time and money to 
stimulate interest and sales. One of 
their most successful promotions was 
a school for homeowners, held once 
a week for nine weeks. Over 100 in- 
terested prospects showed up at each 
lesson to learn how they might make 
home improvements and how to use 
plywood for their projects. One cus- 
tomer came in two and a half years 
later, identified himself as a former 
pupil and made a sizeable purchase. 

Plywood Mart also staged a Home 
and Boat Show, which had the usual 
good results of any well-planned pro- 
motion. One act on their part stands 
out, however; an act not always per- 
formed by every lumber dealer who 
has put on similar shows. Plywood 
Mart made certain that a list of win- 
ners for various drawings was given 
proper publicity in local newspapers 


rather than just hand out the prizes 
and trust to word-of-mouth advertis- 
ing. 
Advertising, like the school and 
show, has a future as well as immedi- 
ate effect. Plywood Mart spends 2% 
of their gross dollar volume to put 
their message in newspapers, radio 
and a new billboard. The Mart spends 
75% on product advertising, 25% on 
institutional. 

Bob Morris, vice-president and 
general manager, says newspaper ads 
bring the best results; consequently 
most of the product ads are carried 
there; radio spots are used to en- 
courage home improvement projects. 

Pointed advertising. The ad which 
has drawn the best response has been 
a simple, straight forward layout sug- 
gesting a variety of uses of plywood. 


INDUSTRIAL MAR- 
KET for plywood is 
also promoted by 
Rhode Island firm. 
This two-level res- 
tavrant is using 
Surfwood, walnut 
and mahogany. 


Occasionally an ad will come out 
offering one free item for every ten 
purchases of the same product. Bob 
Morris writes the ads himself; copy is 
based on customer comments and 
yard experiences of himself and staff. 

Direct mail has a definite theme: 
“Here’s a new item”; “We’ve got a 
new truck—the better to serve you”; 
“We're about to have a birthday”; 
“We've just received a carload of 
Walnut”. The message is short and 
tries to be helpful. 

Staying with a specialty has its 
disadvantages when a customer wants 
one-stop service and Plywood Mart 
doesn’t carry every item on the list. 
By the same token, Plywood Mart 
doesn’t carry low margin items which 
take time, greater sales effort and 
valuable storage space. 





Multiplex displays 
4x8 plywood... 
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This display of full-size sheets gives cus- 
tomers an accurate impression of how panel- 
ing will look when installed. And when a 
customer can ‘‘paint the picture"’ in his own 
mind, your selling job is bound to be easier. 
Among other advantages of this Multiplex 
Swinging-wing Display is that your display 
samples can be sold as new—at full price. 
There is no damage to the panels, for they 
slide right into place in the steel-channel 
frames. 
Any number of display wings can be or- 
dered, and Multiplex is easy to install. Pivot 
bars are mounted on the wall. Display wings 
fit easily into holes which have been drilled 
on 3” centers. Rubber-roller separators keep 
wings properly spaced to prevent damage. 
There's a great sales potential in plywood 
paneling, and good merchandising will help 
you develop a profitable volume. Multiplex 
is designed for merchandising; get the facts; 
send for descriptive literature today. 

Show it well, and it will sell! 


DISPLAY FIXTURE COMPANY 
907-917 North 10th St., St. Louis 1, Mo. 


Please mail me information on your display wings 
for plywood paneling. 


| ne 
Company. 


Address__ 





PADLOCK 


THE FINEST NAME IN PADLOCKS 


4g 





SAFE & SECURE 
NALE 


any Uses ... 


GARAGE & SHED DOORS 
CELLAR DOORS « GATES 
LOCKERS « 


nN 


Rust-Resistact Steel Shackle - Rustiess Solid Case 


f 
vines 601 Padlock +.° x: 


im 26) 


NACE. The Finest Name in Hardware 


| emg ae} ——s O) 
ac? ~ A 1 ’ 7 SAFE ena | ’ 


SAFE 


== @ | 


py 





LOW COST PROTECTION 
Uses 
LOcneRs @ CagrmeETs 


TACKLE CORES @ OOORE 
TOOL SORES © GATES 


247 Padlock 


warded 


RUST-RESISTANT 
STEEL SHACKLE 


HC. 28 


| YALE | The Finest Name in Hardware 
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PEGBOARD PACKAGED AND 
WIRE RACK DISPLAYS 


Yale wraps ’em up so they SELL! Two 
series of eye-catching red, white and 
blue padlock display packages for peg- 
board or wire rack merchandising. 
(1) A set of new bubble-packages 
with padlocks sealed to be seen—and 
sold! (2) New slip-in-slot cards that 
attract the eye and display the item. 

Packaging plus price plus display 
assure you of a big turnover on these 
popular Yale items. Order through 
your jobber or write The Yale & Towne 
Manufacturing Co., Yale Lock & 
Hardware Div., White Plains, N. Y. 


YALE & TOWNE fae 
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New Products 


Low-Cost 61/.” Saw Announced 


A completely new 62” Utility Saw is 
designed to give the homeowner a 
quality saw with professional features 
at a popular price. It offers two new 
design features: a _ built-in sawdust 
ejector in the rear of the blade guard 
and a convenient calibrated depth ad- 
justment. 

Designated the No. 430 Saw, it also 
cuts 2” lumber at 45°, has telescoping 
blade guard with retracting lever, accu- 
rate depth and bevel adjustments, open- 
end saw-grip handle with instant-release 
trigger switch, Black & Decker-built saw 
motor and uses full range of B&D-built 
saw blades with 54” arbor hole. 

To be introduced Oct. 1, the No. 
430 6%” Utility Saw will carry a spe- 
cial introductory price of $45.95 until 
Dec. 26; the regular price will be $49.- 
95. The saw will be equipped with a 
combination rip-and-cross-cut blade; 3- 
wire cable and plug. The Black & Deck- 
er Mfg. Co., Dept. AL, Towson 4, Md. 
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Self-instal Combination Door 


Called Self-Instal, a new aluminum 
combination storm door is an ideal item 
for sale to do-it-yourselfers. The door 
requires only a screwdriver and 10 min- 
utes of the homeowner's time for com- 
plete installation, maker states. 

President Sol Bayes (right, above) was 
photographed while helping to pack a 
Self-Instal door in its individual carry- 
home carton. The carton contains all 
accessories: knob latch, pneumatic clos- 
er and storm chain. 

The full-inch aluminum door is avail- 
able in sizes to fit every doorway from 
old-time mansion to modern ranch. Its 
vinyl bottom expander adjusts easily to 
fit door saddles in older homes, says 
maker. The weather-stripped jamb is said 
to provide a tight closure on door 
frames which have warped or suffered 
rough usage. Nu-Trend Aluminum Prod- 
ucts Corp., Dept. AL, 140 Eileen Way, 
Syosset, L. I, N. Y. 
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Low-Cost Ceramic Tile Adhesive 


Designated as CTA-20, a new low- 
cost ceramic tile adhesive provides long 
open bonding time yet allows tile to be 
set without slipping, maker says. Water 
resistant and providing high-strength 
when dry, CTA-20 may be used to bond 
ceramic wall tile over gypsum _ wall- 
board, finish coat plaster, painted plaster, 
plywood, concrete or almost any smooth 
surface, it is said. 

Its excellent water resistance makes it 
ideal for installing ceramic tile in areas 
of high heat and high humidity such as 
around tubs and in shower stalls. One 
gallon of adhesive covers about 60 
square feet of surface. CTA-20 is avail- 
able in quart, one gallon, three-gallon or 
five-gallon containers. 

The adhesive is spread over the wall 
surface with a notched trowel held at a 
30° to 45° angle to the wall. Tile is set 
in the adhesive with a slight twisting mo- 
tion and pressed firmly into place. Tile 
can be bonded up to four hours after 
spreading the adhesive. Adhesives & 
Coatings Div., Minnesota Mining & Mfg. 
Co., Dept. AL, 900 Bush Ave., St. Paul 
6, Minn. 
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Expands Cottage Paneling Line 


A new Cottage series of hardwood 
paneling shown at left was recently mar- 
keted by Georgia-Pacific Corp. as a sup- 
plement to its G-P Family-Proof line. 
The new series features natural-growth 
characteristics, such as, knots, burls 
and irregular grain patterns. Originally 
offered in two species, oak and birch, 
the line now has been expanded to in- 
clude oak, walnut and six tones of 
birch including natural, antique, blond- 
tone, cherrytone, greytone and maple- 
tone. 


The panels are available in the stand- 
ard %” thickness, 4’x8’ size, with ran- 
dom vee-groove. The exclusive G-P 
Family-Proof finish is used. 

A new display enables a dealer to 
show Georgia-Pacific plywood decora- 
tives by utilizing panels 4’x4’. Header, 
stand and literature pocket now are 
available from G-P in a kd package. 
The stand takes two %4” panels back to 
back. Georgia-Pacific Corp., Dept. AL, 
Equitable Bldg., Portland 4, Ore. 

For more new products, 
turn to page 168. 
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SCREW 


STATESWHOGE 


SCREW 


STATESWHALE 


SCREW 


STATESWHLEE 


SCREW 


STATESWHLLE 


scRew 


Svareswnie 


SCREW 


STATESWNAE 


COMPANY 


MORTH CAmOLinA 


COMPANY 


NORTH CAROLINA 


COMPANY 


MORTH CAMOLINA 


COMPANY 


ORTH CAROLINA 


COMPANY 


NORTH CAROLINA 


COMPANY 


mOnTH CAmoLinA 


IN FASTENERS 
SOUTHERN 
IS 


If you are suffering from “space-age pinch”—the 
need for more space to store more merchandise— 
Southern Screw service is tailor-made for this new 
ailment. . . . Southern Screw warehouses millions 
of its fine, U.S.A.-made fasteners only a few air 
hours away from your wholesaler or jobber. Your 
supplier can get overnight service if requested and 
in turn give you the kind of service you need if 
you maintain low inventories. Let Southern whole- 
salers serve as your warehouse for the fasteners 
your customers know and demand. Stock the full 
Southern line—for customer satisfaction, for serv- 
ice and for profit. Order Southern Screws now— 
the quality screws in the durable, green boxes 
bearing the copyright “E Z to C” label. 


Wood Screws + Stove Bolts +» Machine Screws & Nuts 
Sheet Metal Screws + Carriage Bolts « Wood Drive Screws 
Dowel Screws 


Sold Through Leading Wholesale Distributors 
Warehouses: New York «+ Chicago « Dallas «+ Los Angeles 
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THE 


‘Cou Season 


STORM 
DOORS 


NOW —YOU HAVE YOUR CHOICE OF 


A. Complete Combination Alumi- 
num Self-Storing Storm Door 
Units. 

B, ltineals for you to assemble. 
Important features: 

® Full one-inch door 

© Completely weather-stripped 

© Equipped with piano hinge or 3 

stainless steel Oilite bearings. 





STORM WINDOWS 


We can ALSO furnish you with lineals for 
THREE types of completely weather-stripped 
combination aluminum Storm Windows: 


1. Two-track overlap 
2. Two-track blind stop 
3. Triple tilt 


Write, Wire or Phone Today 
Please send me information on the fol- 
lowing: 
C) Complete Storm Door Units 
(CD Lineals for Storm Doors 
C) Two-track overlap Storm Windows 
() Two-track blind stop Storm Windows 
[] Triple tilt Storm Windows 
Name 
Company 
Address 
State 


P.O. Box 26 
Powderly Station 
Birmingham, Ala. 
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NEW PRODUCTS—Part 2 
(begins on page 166) 





Ply Wei 


Has Complete Paneling Package 


Bruce PlyWelsh prefinished panels 
are offered as a complete paneling pack- 
age in 10 decorator finishes. All panels, 
molding, panel stretchers and all com- 
ponents in the package arrive prefin- 
ished, even prewaxed, in the carton. 

The Bruce PlyWelsh prefinished 
molding in seven designs is factory- 
matched to the homeowner's choice of 
10 decorator finishes. Panel Stretchers 
let a handyman stretch an 8’ panel to 
any height easily. Too, they afford var- 
iation in wall design. Bruce PlyWelsh 
matching putty sticks make nail holes 
disappear. There’s a putty stick to match 
each of the 10 finishes. Bruce Ply- 
Welsh match stains solve the problem 
of matching the finish on built-ins and 
accessory woodwork to paneled walls. 

A free planning kit for consumer 
handout lets the do-it-yourselfer be his 
own decorator, estimate materials and 
costs. The kit shows him how easily he 
may install his own Bruce PlyWelsh 
walls. Welsh Plywood Corp., Sub. of 
E. L. Bruce Co., Dept. AL, 1218 N. 
Hollywood St., Memphis, Tenn. 
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Capri Cabinet Hardware 


A new Capri line of cabinet hard- 
ware is announced by the Medalist 
Hardware Div. The line includes a pull 
and utility hook shown in photo above. 
The utility hook is especially designed 
for use in bathrooms and closets. Both 
units are available in several popular 
finishes. The pull is furnished with 
black plastic posts. 

A complete grouping of the Capri 
line is available. A new, free display 
board is offered with each grouping. 
Medalist Hardware Div., National Lock 
Co., Dept. AL, 1902 7th St. at Broad- 
way, Rockford, III. 
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Easy-To-Mix Cement Patch 


A new, fast self-curing latex cement 
patch product for repairing everything 
from a crack to a big hole in concrete 
or masonry is announced. Called Latex 
Cement Patch, the easy-to-mix product 
assures a tight, non-shrinking bond, 
tough, non-brittle toppings, it is said. It 
requires no primer and needs but a 
trowel or spatula to apply. It is es- 
pecially formulated for use in area 
patching of concrete floors, walls, foun- 
dations, railings and even complete sur- 
face refinishing from 1/16” up in thick- 
ness. Latex Cement Patch consists of 
latex (liquid binder) and powder (dry, 
premixed cement and fine aggregates) 
supplied in complete packages of 5, 10 
and 40 pounds. Mixed quantities will 
cover about one square foot at 4%” thick- 
ness per pound of the dry premix com- 
ponent, or a unit of one gallon of latex 
and 40 pounds of powder will cover 40 
square feet at 4%” thickness. 

It sets in a smooth, uniform cement 
gray-colored surface. Under normal 70° 
and 80° F. temperature, for thicknesses 
under 4”, it will set within one to two 
hours, it is said. The Flintkote Co., 
Dept. AL, 30 Rockefeller Plaza, New 
York 20, N. Y. 
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Installs in 20 Minutes 


A new Tek-Bilt Redi-Hung aluminum 
combination door is designed especially 
for the do-it-yourselfer. It is ready for 
installation in just 20 minutes, maker 
states. All holes are punched or drilled 
at the factory so that special tools for 
installation are not needed and no 
cutting or drilling is required. 

Outstanding among the features of 
this low-priced quality door is its ex- 
clusive Push-Lok door opener. The new 
patented device opens the door with just 
the touch of a finger. It also eliminates 
handle twisting or turning, making it 
possible to open the door even when 
both arms are filled with packages. 

_ Each new Tek-Bilt Redi-Hung Door 

is prepackaged, complete with inserts 

and all necessary hardware in its own 

individual corrugated carton. Tek-Bilt. 

Dept. AL, Route 17, Hackensack, N. J. 
Circle No. 249 on Handy Cover Card 
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INTRODUCING ... 
A NEW PROFIT “PACKAGE™ 


FLOOR REFINISHING 





Floor Sanding 


Machines 


Sandpaper 


Cleaners 
Steel Wool 
Shellacs 


Waxes 


Polishers 


FREE: 


Ask your Behr-Manning 
representative or write 
direct to Dept. AL-9 for 
your supply of Floor 
Refinishing Folders and 
Display Helps. 


There’s more money in an ordinary floor refinishing 
job than you have ever dreamed. Just a simple sug- 
gestion to your customers how they can make their 
old floors like new will start the cash register ringing 
—and keep it busy! Renting a floor sander is only 
the beginning—then you start making sales (and 
profits!) on so many necessary items. 


BEHR-MANNING PRODUCTS: Coated Abrasives 
+ Grinding Wheels + Grinding Machines + Refractories + Electrochemicals 


NORTON PRODUCTS: Abrasives 


It’s easy to get across the idea that you are the Floor 
Finishing Headquarters and that you are ready to help 
them make their old wood floors like new. Prominently 
. offer FREE 


the easy-does-it illustrated instruction folders supplied 


display your floor sanding machines. . 


by Behr-Manning. Then watch sales move! 


BEHR-MANNING CoO. 


180 7, 
Ww” A DIVISION OF NORTON COMPANY 


NEW YORK 


AGRASIVES” 


Sharpening Stones Pressure-Sensitive Tapes 


In Canada: Behr-Manning (Canada) Ltd., Brantford. For Export: Norton Behr-Manning Overseas Inc. Troy, N.Y. U.S.A 
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BUILDERS ARE LOOKING FOR THIS FEATURE! 


LOCKWOOD’S 


NEW 


friction-free 
a 4me)]  m-jfeo)] ms 


For residential interior 


fo kelo) am Le lod.4-mr- tale ml i-4 aed al-t— 
(Optional) 


e DURABLE 
e ATTRACTIVE 
@ FRICTION-FREE 


oO 


Unique Lockwood Sales Aid 


Consists of two parts—an attractive 
satin-finished aluminum lock mount that 
demonstrates internal as well as ex- 
ternal parts in operation — and a port- 
able rack that displays 3 mounted 
samples. 


The mounts slide in and out of rack with 

ease. The three shown in the rack are 

the basic residential functions. The 

lustrous neutral finish of the mount 
makes an eye-catching backdrop for all stand- 
ard lockset finishes. 


LOCKWOOD 


LOCKWOOD HARDWARE MANUFACTURING COMPANY, FITCHBURG, MASS. 
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Prepackaged Thrift Panel 


Prepackaged redwood Thrift Panel is 
an ideal item for sale to the home 
improvement customer. Easily identified 
in its bright yellow package, Thrift Panel 
is a resawn A and better grade kiln-dried 
board and it is available in 4” and 6” 
widths and 7’ and 8’ lengths. Each 
package contains 12 pieces of beautiful, 
durable redwood. 

The do-it-yourself redwood is an ideal 
material for framing a fireplace, con- 
structing a built-in or for paneling a 
favorite room, den or patio. Lightweight 
Thrift Panel can be applied right over 
the old wall surface with either con- 
ventional nails or an adhesive, maker 
states. Each section is tongue and 
grooved with a smooth surfaced side and 
a sawn side which lends an interesting 
textured look to the finished project. 
Tough wrapping around Thrift Panel 
protects it against rough handling from 
the mill to the homeowner. Union 
= Co., Dept. AL, Fort Bragg, 

alif. 
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Aluminum Louver-Panels 


New Koverlum Louver Panels are 
cut and die-formed as an integral part 
of a regular Koverlum lap-siding panel. 
Precision made to fit securely on a reg- 
ular siding job, the ventilation unit locks 
onto either regular insulated Koverlum. 

Available in seven Koverlum archi- 
tecturally designed colors, Kover-Louv- 
er is packed 2-36” panels to the carton 
with two pieces of fiberglass screening 
8%” x 26” for each louver. Ventilated 
area is 14” long and can be placed high 
in the gable, cut in two and arranged to 
fit the job requirements, or used as a 
base ventilator. Price per carton of two 
panels each is $3 f.o.b. Chicago. U. S. 
Aluminum Siding Copp., Dept. AL, 
10551 W. Anderson Place, Franklin 
Park, Ill. 
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Lifeguard Double 4 Siding 


New Lifeguard Double 4 aluminum 
siding shown in photo at right is an ex- 
clusive design that imparts a long, low 
modern look when used with the maker’s 
standard Vertical or Horizontal patterns. 
When used alone, Double 4 creates a 
beautiful colonial effect. 

The manufacturer’s Vertical, Horizon- 
tal and Double 4 siding designs plus a 
complete line of accessories are offered 
in any of 10 decorative DuPont fire 
weld-baked enamel colors. Lifeguard 
Industries, Inc., Dept. AL, 2425 Gilbert 
Ave., Cincinnati 6, Ohio. 
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3. FIELDSTONE 


FIVE STRIKING PATTERNS—NINE CHROMATIC COLORS 


Scatptare ConTVact 


At last . . . a self-adhesive molded all plastic wall covering that is tenacious 
enough to adhere to almost every surface (including Cinder Block, Cement, 
Brick, Raw Wood, Masonite, Plywood). SCULPTURE CON-TACT incorpo- 
rates all the most wanted features of molded plastic (washable, waterproof, 
interlocking panels) and adds famous COHN-HALL-MARX styling PLUS 


proven CON-TACT self-adhesive know how. 
to retail at a 


truly popular 


NO PASTE, NO NAILS, SIMPLY BEND AROUND CORNERS price 


National Advertising will reach 21 Million Consumers Q ¢ 
per panel in 
all patterns 
(18 x 2442") 


SCULPTURE CON-TACT IS AVAILABLE FROM YOUR CON-TACT DISTRIBU- 
TOR, OR WRITE COMARK PLASTICS, A DIV. OF COHN-HALL-MARX, CO. 
40 WEST 40TH STREET, NEW YORK 18, NEW YORK 
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ubrication. Cylinder 
ger of leakage—“no 
Positive locking device 


Heavy Duty Closer 
for heawer doors 
g feature, All Ideal closers avail- 


ging brackets available. Ask your hard- 


pressure assures precision air control. Hea 


ydraulic closer without the dan 


bounce” closing. Internal shock absorber checks door at 90°. 


For your profit and your cus- 
tomers’ satisfaction, TAMMS is your 
No. 1 paint seller! Indoors or out, it 
does a top quality job . . . handles easily, 
saves money, looks beautiful — in white and 
a rainbow of colors. 
To Help You Sell... 
Tamms Paints are advertised in 
LIFE, and SAT. EVE. POST 


Tamms STRETCH 


FLAT LATEX PAINT 

A really first class flat 
latex paint that sells at 
a low price, gives you a 
fast turnover and a very 
healthy profit. In white 
and 10 colors for all 
interior surfaces. 


LATCHES © OILITE BEARING HINGES * CLOSERS © CHAINS SASH ADJUSTORS® PUSH BARS« QUIKI WINDOW CONTROLS 


Unique internal oil cartridge gives Ideal door closers lifetime 1 


with neoprene “O” Ring under constant 

holds door open. Standard closers have fast latchin 
able with or without protector chains. Inswin 
ware supplier for catalog sheets and prices. 


Duty Closer provides action of h 


Tamms 1 VP Vinyl Plastic 


All-Purpose PAINT 


Fast-moving, — profit, all- 
purpose paint . . . simply 
reat for hard-to-cover sur- 
aces, indoors and out. Resists 
industrial fumes, salt and 
acid-air. Won't yellow or fade 
on cement, stucco, cement 
blocks, asbestos siding, asphalt 
siding and roofs — plaster, 
plasterboard or any interior 
surfaces, 12 ready-mixed and 
12 inter-mix colors and white. 


Tamms SILA-TEX 


TEXTURE PAINT 

Always @ good seller—makes 
cracked, old ceilings and 
walls look like new. Seals 
Cracks, Covers, Decorates in 
one fast, easy job. Mixes 
instantly with water—sets up 
slowly for easy texturing. 

12 ready-mixed and 12 inter-mix 
colors and white. 
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lubricated for 10 years 
Coccccee®® 


closers for storm and 
combination doors 


Write for details, prices and 
promotional materials! 


a es Ta m m & INDUSTRIES, CO. 


. 228 North La Salle St. « Chicago 1, Ill. 4 
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*1000”"" PRE-HUNG 


ALUMINUM DOOR 


NOT JUST “STRUNG TOGETHER’”’ FOR SHIPMENT—ACTUALLY 
PRE-ASSEMBLED AND PRE-HUNG. INSTALLED IN 15 MINUTES! 








NO SAWING! NO DRILLING! NO FOOLING! 
Winter-Seal “1000”’ is the genuine Pre-Hung Door that installs 
up to 75% faster. Saves time, drops labor costs! 


EXCLUSIVE NEW FEATURES 


@ Full 1-inch tubular aluminum door, pre-hung in pre-drilled 
Z-Bar frame. 

@ New design eliminates screws from face of door. 

@ Removable storm inserts, interchangeable screen—held in by 
new “Jet-Lok” Retainer Clips. 

@ Extruded corner re-inforcement— Adjustable bottom sill. 

@ Choice of hardware—all styles. 

@ Good Housekeeping Guaranteed. 


WINTER-SEAL CORPORATION 

Dept. AL, 14575 Meyers Road 

Detroit 27, Michigan 

Gentlemen: Send me full details about Winter-Seal’s 
“1000” Pre-Hung Door. 


Ment OR A REFUND O- NAME 


Guaranteed by @ J COMPANY 


Good Housekeeping STREET 
<5 > CITY 














AS ApveRTiSED 
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SYMONS 
Form Brace 


Adjusts 
at Top 
of Form 
or at 
Steel 
Stake 
Level 


Newest audition to Symons line . . . steel 
form brace. It is easily tied to pre-fab or 
built-up forms and to wooden or steel 
stakes. Once attached, brace can be ad- 
justed at top of form or at stake level for 
positive alignment. Comes in regular 
lengths of 6’ and 10’6”. Brace extensions 
available. 


r 
SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. 1-9 
Please send complete dealer price information 
on your NEW FORM BRACE. 


Name. 








Firm Nome____ 
Address. e seueeiaieeedion 


Zone___State. 





NEW PRODUCTS—Part 2 
(begins on page 166) 





Offers Supreme Lath Hatchet 


New Supreme unbreakable lath hat- 
chet has just the right weight, balance 
and size for all rock lath and other 
lathing jobs, maker says. The thin, keen- 
cutting edge of the replaceable blade 
cuts or scores with ease. Its forged, one 
piece head-handle is of the finest tool 
steel. The replaceable, easy-sharpening 
blade of tool steel is held firmly in place 
by two machine screws. Extra blades, 
four to a package, retail at $1. 

The nylon-vinyl deep cushion grip 
cannot loosen, come off or wear out, 
maker says. List price of the hatchet is 
$6.75. Estwing Mfg. Co., Dept. AL, 
2689 - 8th St., Rockford, Ill. 
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Screen & Storm Door Closer 


Designated the model 502 Weather- 
check, a new Yale screen and storm door 
closer is especially suited for sale to 
do-it-yourselfers. Both wood screws and 
sheet metal screws are packed with each 
closer so that the brackets can be easily 
attached to either wood or metal doors. 
After the brackets have been applied, the 
cylinder simply snaps on. Other features 
of the closer include a special bypass 
valve to assure positive closing action 
and a neoprene ring and oil impregnated 
internal washer to provide lifetime lubri- 
cation. 

All parts of the Weathercheck closer 
are made of heavy gauge steel. Simple 
instructions to assure correct installa- 
tion are printed on each box. Suggested 
retail price of the closer is $2.50. The 
Yale & Towne Mfg. Co., Yale Lock & 
a ia Div., Dept. AL, White Plains, 
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Hew Estwing Supreme 
Unbreakable 


LATH HATCHET 


with 


Replaceable Slade 


FEN‘ 


A PROFITABLE SIDE LINE FOR YOU 





psTit 
woor 


‘ES 


By WOOD 
PRODUCTS | 


MANY TYPES FOR 
SUBURBAN HOMES 
ESTATES - CLUBS 





p © Forged One-Piece Head—Handle 
of Finest Tool Steel 


Gates To Match 


la 


WHITE CEDAR 
SCREEN TYPE 


®@ Strongest Construction Known 


® Scored Face — Prevents glancing 
Blows—Flying Naiis 
RAIL— Hand Split— 


Plus e Exclusive Nylon-Vi- 2, 3, 4 or 5 Chestnut 
ny! Deep Cushion Grip— Rails. 


Right — POST AND 


® Molded on—will never loosen, 


come off, age, or wear out Note how 


ends of rails 
are doweled 
for easy 
assembly. 
7 or 8 ft. 
sections 
Bice 


® Oversize Grip — gives complete 
comfort and Handling ease 





FES-L 
List $6.75 
Extra Blades 
Razor Sharp 
Pack of 4 $1.00 


Made by the Inventors and World's Only Specialists in Unbreakable Tools 
“MARK OF THE SKILLED’’ 
ESTWING MFG. CO. Dept. ALO Rockford, Illinois 


Replaceable blade for easy sharpening 
of Special Tool Steel—Held Firmly in 
place by two machine screws. 


YARDS—Toledo, Ohio 

W. Va.—Webster Springs 
Bayard, Lewisburg 

VA.—Clinchburg, Damascus 
We can serve your truck 


WHITE CEDAR - RESIDENTIAL 


PENTA PRESERVATIVE 


We can treat both posts and rails with 
this nationally known preservative. 


= write ror WOOD PRODUCTS CO. 
, CATALOG TOLEDO 12, OHIO 

















Circle No. 107 on Handy Cover Card Circle No. 108 on Handy Cover Card 
174 September 14, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





> WITH 

BUILT-IN STAPLE 
4 ‘ EXTRACTOR AND EXCLUSIVE 
SF PUSH-BUTTON LOADING PLUS HANDLE LOCK! 


Here’s the staple gun all your customers want PRE-SOLD T0 


...8ales prove that!...and at a sensationally low pen pd Big Year. 
$4.95! The rugged, heavy-duty steel swINGLINE Round National Adver- 


101 Staple Gun delivers as much driving power tising Program! You 


as machines twice its size and weight! Takes ae ien gomag 
two staple sizes: 4/16” and 5/1s”...performs actually paper ad mats, local 
hundreds of tacking jobs including insulating, publicity and national 


carpentry and upholstering! Gun positively Evening Post "hone 


will not jam! Don’t delay. SWINGLINE offers Mechanics, Popular 


Swingline No. 200 Swingline No. 900 ~~ immediate delivery — retreats oy 
wingline No. 5 ° ° ! q " 
Compression Tacker. Super Drive Stapling for immediate pr ofits! nal and others. 


Takes 3 staple sizes Gun. Takes 6 staple —on all quantities, 
up to 5/16”. sizes up to 9/16”. ! 
Retail price $10.50 Retail price $12.50 3 colors! S 
For complete information, contact "1 ey | Cc « 


WORLD'S LARGEST MANUFACTURER OF Long Island City 1, N. Y. 
STAPLERS FOR HOME AND OFFICE! In Canada: Saxon Office Equipment, Ltd., 156 Evans Avenue, Toronto 14, Canada 
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Cut installation time 
\in half! 


COMPLETE 
PRE-ASSEMBLED 
SET 
Includes aluminum jamb 
cover, steel flocked spring 
balances, spring covers. 
COVERS RIVETED \' 
PERMANENTLY. NAS WEATHERSTRIP 
\ \ PANT) 
One piece for each side of double \ \ 
hung window! Just fasten the sash , SASH BALANCE 
and the job is done. Installation ’ 
time is half! Speeds window produc- 
tion, too! Increases profits! Complete 
range of sizes for all frame openings! 


Gives silent dependable 
operation plus tightest 
possible seal. Check with 
us today for prices. 





SEND FOR THIS 
FREE 
CATALOG 











CENTRAL METAL STRIP. CO. 


4343 N. WESTERN AVENUE. e HICA LLIN } JUniper 8-8036 








NEW PRODUCTS—Part 2 
(begins on page 166) 





Fiberglass Door Lights 
Up Garage 


Called the Filuma, a new sectional 
overhead garage door combines trans- 
lucent fiberglass with tempered ex- 
truded aluminum frames to produce 
a door of great strength and which is 
one-third the weight of conventional 
wood garage units, maker says. Too, the 
door admits light inside the garage 
much the same as frosted glass. 

The fiberglass garage door also is 
weather-resistant, shatterproof and warp- 
proof. Instead of repainting it, it can be 
kept like new with occasional spraying 
with a garden hose. The door is of- 
fered in a selection of decorator colors 
and comes in 10 sizes to fit conven- 
tional single and double-width openings. 
Frantz Mfg. Co., Dept. AL, Sterling, Ill. 
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Prefinished Hardwood Trim 


A single line of prefinished hardwood 
trim (using one base wood, Rosera) 
matches or is compatible with U. S. 
Plywood’s full line of prefinished panel- 
ing. This includes Weldwood color- 
styled Samara, which formerly was 
available only in contrasting trim. 

The addition of Weldwood prefinished 
hardwood trim provides the homemaker 
with one-stop shopping. U. S. Plywood 
offers a complete package of Weldwood 
prefinished paneling, prefinished trim, 
putty sticks, trimstain and contact ce- 
ment. U. S. Plywood Corp., Dept. AL, 
55 W. 44th St., tee York 36, N. Y. 
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NOW! each EVANS POCKET TAPE 
comes packaged in 


co 








on THE GREATEST IDEA FOR PACKAGING 
aL AND MERCHANDISING IN YEARS! 


ar | EXTRA | 
VALUE o 
“HOLSTER-PAK”, the greatest merchandising ad- FREE 


vancement in packaging of the decade, is the perfect Tihiie Power -Tape ae’ 
blend of product, package, promotion, and utility. This —. Cor - 
sturdy leatherette tape-holster clips on the belt and a ws HOLSTER — 
keeps the tape handy on the job at all times. Your 
customer actually gets the holster FREE! 

Now, all Evans pocket tapes (except Thin-Tape) 
come to you ready-packaged in this sensational form- 
fit “Holster-Pak”, each mounted on an individual peg- 
board card that can also stand by itself on the counter 
or in the window. 

And to help you put “Holster-Pak” across big, Evans 
has developed a revolutionary new point-of-sale “Ferris 
Wheel” display — the first display piece made specific- 
ally for mounting on pegboard, and to stand on the 
counter, too. It has action...it has sound... it has 
SELL! Ask your jobber about it! 














VISIT OUR BOOTH #76 AT THE 
NATIONAL HARDWARE SHOW 


RULE C0. FACTORIES AT ELIZABETH, N. J. & MONTREAL, QUE. 
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Revolutionary new SKIL 








Lot Se 


SNAP IN IT’S LOCKED! ia 
) \ “4, 





| snap/lock . 





SNAP OUT—IT’S OFF! 


nee 
i i } igi ] 
it | Wibiel 


4 - is mM 





Snap/Lock Orbital 
Sander—Model 
22503. Only $16.95. 
Includes$2.95 Wall- 


Holder FREE. 





she Rema perenne: 


Snap/Lock Tools... 


world's first and only tools 
that snap on-off in 3 seconds 


Skil Snap/Lock Tools are a truly dramatic new concept 
—and one that completely obsoletes all previous tools 
with removable power units. Now there’s no time wasted 
in complicated assembly using screwdrivers, wrenches, 
i bolts, clamps, or small parts. 


: 4 a ag Ace With the revolutionary new Skil Snap/Lock 

$2.95 Wall-Holder FREE. Tools you just snap them on... snap them off 

the power unit. It’s as simple as that—and it 

takes just 3 seconds. THINK what a real sales- 
making store demonstration that provides 


The market for these Snap/Lock Tools is tremendous. 
They fit all Skil 144” Model 503 Drills, Skil Model 549 
(type 5 and later), and also B & D Models U-1, U-3, 
U-15, U-100, and U-400! 

And for the first time, your customers can buy a line 
of Skil quality tools for less than $20 each! It’s another 
basic, trend-setting development—made possible only by 






































rN 


Snap/Lock 5” Saw—Model 
22501. Only $16.95. Includes 
$2.95 Wall-Holder FREE. 


Snap/Lock Hedge Trimmer 
— Model 22504. Only $19.95. 





Skil’s unequalled research and engineering facilities. 


SKIL SNAP/LOCK 

JIG SAW (Model 22502) 

Cuts anything from 1” dressed 
lumber to steel, any shape from 
straight lines to small circles. 
Automatic blower keeps saw- 
dust off line of cut. Sturdy, 
die-cast handle for accurate, 
one-hand cutting. Starts own 
hole for ‘“‘pocket’”’ cuts. Oversize 
saw foot for extra stability. 
Light—only 24 lbs. (less power 
unit). 


SKIL SNAP/LOCK 

ORBITAL SANDER (No. 22503) 
Ends sanding boredom—cuts 
the job from hours to minutes. 
Sands close to corners; has same 
full 25 sq. in. sanding pad used 
on deluxe SKIL sanders. In- 
cludes exclusive long-life Perma- 
Grit tungsten carbide sanding 
sheet—twice as fast as sand- 
paper. Also uses 354” x 9” a 
sheets. Light—only 2% lbs. 
(less power unit). 


SKIL SNAP/LOCK 
5” SAW (Model 22501) 
Cuts 1” lumber at 45°, 114” at 
90°. Easy-to-adjust depth and 
bevel controls for accurate cut- 
ting of lumber, plywood, com- 
—- Pe ms ten lower 
lade guard for extra safety; has 
retracting handle for making 
pocket cuts. Light—only 24% 
lbs. (less power unit). Includes 
rip fence, 5” combination blade 
with 14” rd. arbor. 


SKIL SNAP/LOCK 

HEDGE TRIMMER (No. 22504) 

Scalloped-tooth design grips 
branches for faster cutting. Wide 
tooth spacing cuts larger 
branches in one stroke. Deluxe 
contour handle adjusts full 90° 
right or left for easy 1-hand use. 
Covers greater area—has same 
extra-long 14-'%” tool steel blade 
used in deluxe trimmers. Light 
—only 3 lbs. (less power unit). 


d SKIL's revolutionary new merchandising 
all see approach for you and your customers ... 


SEE SKIL SNAP/LOCK TOOLS 
in Booth No. 38 at the 
National Hardware Show 


Circle No. 113 on Handy Cover Card 








A New Merchandising Concept 
...4 Skil Exclusive 





FREE Wall-Holders Help Build Sales of ; Schad y SOP! 


Complete Matched Sets 
mene’ ie ee ie 


Your customers get a $2.95 Wall-Holder unit absolutely Free, 

packed with each SKIL Snap/Lock Jig Saw, Sander, and 5” a 

Saw on this special introductory offer. The Wall-Holder cradles 4 o\ 
; 6 


the tool on wall, pegboard, or inside a cabinet door... guards it 
against mars and scratches—keeps it always ready for use. a. 


Also helps build sales of complete, matched sets of SKIL Snap/Lock ve 7 

Tools. Each Snap/Lock Tool has been designed for family i i, 
resemblance, and each Wall-Holder is designed for consumer use Sa Rees be 0 0) eee ms 
singly, or they can be bolted together in groups of two or three to 4. 6 8 ee ee 8 eee 
form a complete home workshop. 7 ae ee 


FREE! Self-Demonstrating SKIL Merchandiser 


Tree Soa ome ie = Self-demonstrating display makes a dramatic attention getter, 
| aconvincing sales clincher. Let prospects actually snap SKIL 

Dieniy Panct| Drill in and out of Snap/Lock Sander in 3 seconds. Fact Tag on 

drill and each Snap/Lock Tool highlights key selling features. 


Here's how to get it... 


Order Master Pack No. 22510 for the Retail Price of $67.80 
(/ess your regular discount) and you get— 








1 No. 22502 Jig Saw (including FREE Wall-Holder) 

1 No. 22501 5” Saw (including FREE Wall-Holder) 

1 No. 22503 Orbital Sander (including FREE Wall-Holder) 
1 No. 503 %” Drill 


Plus complete FREE merchandising kit including: 


PREE Dill e Drill-Holder Display Unit. e 4 attention getting streamers for 
4 : window or in-store use. 
Sear coma ose e Coiorful background display 
FREE Jig Saw Holder panel. + Handy business reply card for 
FREE 5” Saw Wall-Holder ordering Snap/Lock Tool ad 
Wall-Holder }  @ 25 Snap/Lock Tool Line mats, radio spots, additional 
Folders. streamers, stuffers. 


Smashing national ads and free ee 
selling aids for SKIL’s 500 line SKIL 


wear re Hf i 
WZ | FREE 
LOOK—every issue 
Oct. 13 to Dec. 8 
Popular Mechanics— 
Sept. & Oct. 
Popular Science— 


Port i LR | ‘ | Sept. and Nov. 


te k 1 
‘ au : a: 
SCTE NC kK i be American Weekly and aE ’ ss 
; ES | Independent Supple- + — en 
American o ments—Nov. 15. This = hf K i ; 
Weokly amis Si zm Week and In- w— "Bel ' 

Mblalnn A : dependent é eal 


Supplements 
—Nov, 29. 


5033 Elston Ave., Chicago 30, Illinois 
3601 Dundas St., W., Toronto 9, Ont. 


Prices and specifications are subject to change without notice. 
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Two New Magnetic Catches 


A new = spring-cushioned magnetic 
catch offering slim styling for clean, 
uncluttered cabinets or built-ins is an- 
nounced by Amerock Corp. No. 9793 
catch with tan plastic case and brass- 
plated strike (top photo) has a sug- 
gested retail price of 39¢. It is packed in 
the manufacturer’s Clear-Vue package 
with screws; 20 catches to a carton; 10 
cartons to a shipping case. 

Amerock also announces a new dou- 
ble magnetic catch shown in photo 
above. It saves time and labor on double 
door applications. Designated No. 9794, 
the catch applies five to six pounds pull 
on each strike and is supplied with two 
brass-plated strikes. It retails for 63¢ and 
is packed in clear plastic envelope with 
screws; 25 catches to a carton; 4 cartons 
in a case. Amerock Corp., Dept. AL, 
4000 Auburn St., Rockford, III. 
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Skil Markets Snap/Lock 
Tool Invention 


Skil Corp. announces a new group of 
power tools, called the Snap/Lock line, 
based upon an invention which the com- 
pany says could obsolete all previous 
tools powered by *4” drills. The %4” 
drill that serves as the power unit for 
the tools can be snapped off one Snap/- 


Has Low-Priced Cameo Series 


Shower Door Company of America 
announces the addition of a complete 
line of low-priced shower enclosures 
called the Cameo Series. The Cameo has 
an alumilited finish in either silvery or 
FrostiGold color effect. It is glazed with 
heavy 7/32” rolled glass and has two 
Covington towel bars on each rollaway 
enclosure. The Cameo rollaway tub en- 
closure fits any standard 5’ recessed 
bathtub, is 60” high and lists for $69.90. 

Another standout in the Cameo series 
is a 24” x 66” shower door, which is 
reversible, eliminating the need to stock 
right and left hinges. The Cameo door, 
like the Cameo rollaway enclosures, is 
furnished in alumilited silver or Frosti- 
Gold finish, The Cameo door has %” 
adjustment for out-of-plumb walls and 
lists for $49.90. 

Also in the Cameo series are two 
double rollaway stall enclosure model 
numbers fitting openings up to 42” at a 
list of $79.90 and up to 48” at a list of 
$84.90. Shower Door Company of Amer- 
ica, Dept. AL, 1 Permalume Place, 


N. W., Atlanta 18, Ga. 
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Lock tool and onto another in just a 
few seconds, it is said. 

The %4” drill is locked onto each tool 
merely by inserting it into the tool and 
twisting it an eighth turn to the left. 
Once locked together the tools are held 
firmly in place with no chance of 
wobbling or misalignment. To disen- 
gage, a spring clip is released and the 
drill turned an eighth turn to the right, 
maker says. 

Four Skil Snap/Lock tools have been 
announced: a 5” Saw, Jig Saw, Orbital 
Sander and Hedge Trimmer. Each is 
powered by any Skii 500 line %4” drill. 
Many other %4” drills in use today can 
also be used to power the Snap/Lock 
line. Each of the four units retails for 
less than $20. 

For each Snap/Lock Jig Saw, 5” Saw 
and Sander, Skil has designed a wall- 
holder unit to store the tool on a per- 
forated hardboard, inside a cabinet door 
or on a wall. Each of the wall-holder 

units will sell for the retail price of $2.95 
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Paneling in Three Wood Patterns 


Miraply prefinished plywood paneling 
lets the homeowner choose from three 
different wood grains, cherry, walnut 
and oak, and 16 luxurious color tones. 
Miraply is a factory-grained, prefinished 
hardwood plywood and it will not crack 
or chip, maker says. It requires no ad- 
ditional investment for paint, varnish, 
sealer, filler, brushes or sandpaper. 

Miraply installs easily and quickly. 
The large, standard-size 4’x8’ Miraply 
sheets can be applied by the - do-it- 
yourselfer right over old wall surfaces, 
maker announces. Miraply may be nailed 
to studding or cemented to existing 
walls provided they are flat. All mason- 
ry walls must be waterproofed and 
furred out. The same is true of walls 
that are not flat. Then you simply butt- 
joint the panels. The panels are avail- 
able in plain or random plank design. 

Dealer sales aids include a full-color 
brochure showing photographs of resi- 
dential installations. A merchandising 
kit offered to dealers includes how-to- 
display manuals, point-of-purchase ban- 
ners, ad mats and proofs, pattern iden- 
tification and guarantee labels and a 
care-and-upkeep booklet. Miratile Mfg. 
Co., Dept. AL, 8201 S. Wallace St., 
Chicago 20, Ill. 
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after the introductory period. As a spe- 
cial introductory offer, one is given free 
with the purchase of each Snap/Lock 
Jig Saw, 5” Saw or Sander. 

A self-demonstrating permanent dis- 
play for Snap/Lock tools shown in pho- 
to at left is available free to dealers who 
purchase one each of the Snap/Lock 
Saw, Jig Saw and Sander plus a 6kil 4” 
drill. The display permits customers to 
snap the drill in and out of the sander 
to prove to themselves how easy it is. 
Other sales aids include streamers, di- 
rect mail folders and envelope stuffers. 
Skil Corp., Dept. AL, 5033 Elston Ave., 
Chicago 30, Ill. 
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For Details See New 


inquiry Card on Back Cover 
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Lighter-Weight Overhead 
Stee! Garage Doors 


Berry overhead steel garage doors are 
lighter-weight and easy to install, maker 
says. Both sectional and one-piece garage 
doors are available. Because the steel 
doors are zinc electro-plated, bonderite 
treated and prime-painted on face and 
frame and on both sides, they will not 
check, peel or rust, it is said. Nylon 
rollers on safety-lock track provide dur- 
able, quiet operation. A large bearing 
running the full width of the lifting arm 
distributes the load over a large area. 


3601 Dundas St., W., Toronto 9, Ont. 


Prices and specifications are subject to change without notice. 


Other features include adjustable track 
hangers and steel side weatherstripping 
(top to bottom) with bottom strip of 
non-porous plastic which will not crack 
or freeze. 





“LEAD-SEAL”’ 


Netal Roofing Nails 
Designed to a Special Job 


GALVANIZED 
FINISH ONLY 


Triple- 
Lock 
and Bump 


Also furnished 
in RING SHANK ond 
STRAIGHT SHANK 


to compress the lead cold, bot 


the expansion and contracti 
the metal roofing nor from 
vibration. 


~ 





2 Years of Quality 


THE DENISTON COMPANY 


DENCO Lead-Head Metal Roofing Nails 


6,000 pounds of pressure is used 


and under the steel head of the nail 
as well as down the shank. This in- 
sures a tight head that is impossible 
to knock off when driving the nail. 
In addition, the lead forms a perfect 
seal in the hole made by the nail. 
The heads will not ‘“‘pop”’ off from 


DENISTON 


No one type of nail is good for all types 
of duty. That’s why DENISTON de- 
signed a nail especially for use in applying 
metal roofing. One that would give a seal 
through which no moisture can penetrate. 


DENISTON ‘“Lead-Seal”’ galvanized 
metal roofing nails have proven their effi- 
ciency because of these advantages— 
“lead-seal’’, triple-lock, drive screw shank 
and heavily zinc-coated for protection 
against rust. With this combination you 
get a nail that will easily last the lifetime 
of a roof. To insure superior quality, 
DENISTON ‘“Lead-Seal” nails are now 
available in galvanized finish only. 


All DENISTON nails are shipped in 
50 1b., 3-ply corrugated colorboard cartons. 
Literature and price information available 
from your jobber or write direct. 


h over 


Barbed 
Shank 


Ring 
Shank 


Bright or Galvanized Finish 


on of 
wind 


bay ei 2 





49th & South Western Avenue « 
IN CANADA: EASTERN STEEL PRODUCTS CO., 
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LTD., PRESTON, ONTARIO 


A special Custrim molding mounts 
easily on both the one-piece and sec- 
tional models to turn the standard door 
into a custom model. Available in sizes 
to fit standard finished openings for sin- 
gle and two-car doors (up to 18’ wide), 
Berry doors carry a full five-year guar- 
antee. Berry Door Corp., Dept. AL, 2400 
E. Lincoln Road, Birmingham, Mich. 
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Coating Compound in 
Decorative Aluminum 


A new protective, reflective and dec- 
orative asphalt emulsion coating com- 
pound in gleaming aluminum color is 
announced by The Flintkote Co. A 
non-flammable product, it will not flow 
in hot weather, nor stain or alligator or 
crack over any type of asphalt sub- 
surface, says maker. Named Aluminized 
Static, the coating is recommended for 
use on roofs, bridges and water tanks. 

Aluminized Static has a smooth brush- 
consistency for easy application aud 
dries fast. It has metallic sheen in the 
container as well as in the dried, ap- 
plied film. It is self-priming and will ad- 
here to metal, glass, masonry, rock or 
asphalt covered surfaces, it is said. 
Aluminized Static is furnished in 55-gal- 
lon drums and five-gallon cans. It is 
priced, respectively, f.o.b. plant dealer 
list per gallon, $3.60 and $3.75. The 
Flintkote Co., Dept. AL, 30 Rockefeller 
Plaza, New York 20, N.Y. 

Circle No. 262 on Handy Cover Card 


Develops a Water-Repelient 
Masonry Insulation 


Zonolite Company’s new water-repel- 
lent masonry insulation requires only 
six man-hours of labor to insulate 1,400 
square feet of basement wall area, it is 
said. A free-flowing, granular material, 
the water-repellent insulation may be 
poured directly from the bag into a 
hopper which is slid along the top of the 
concrete block basement wall, permitting 
the fill to pour into the block cores. 
The new insulation material is vermi- 
culite especially treated under a patented 
process to make it water-repellent, states 
maker. 

Capable of cutting heat loss by as 
much as 50%, the water-repellent insula- 
tion will reduce the tendency for con- 
densation to form on the basement walls 
because the surface temperature of the 
wall will be raised several degrees, says 
maker. The high insulation value and 
water-repellent qualities of the low-cost 
Zonolite fill provide the wall with warm 
and dry characteristics required for 
comfort, without the necessity of finish 
materials on the inside of the basement 
wall, maker announces. Zonolite Co., 
Dept. AL, 135 S. LaSalle St., Chicago 
3, Til. 
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therproofing products your 
now is the time for you to cas 
da. Your customers will like the 
b. They’// see at a glance how ea 
hey'll really go for the lower pri 


WEATHERST 
Made poly-viny! foam permar ah ae olelelel-re mm ce) in je au natic spring action allo 


Stor dust, drafts and i f r carpets and-door mats. Nylon st 


RIPPING DOOR BOTTOM 


f ample 


T t 
Vat quiets d or Sian i Kolabe-lek-ie)aelialcamiey- lan. if | insures POSITIVE losing and tighter seal. Ir 

be painted, resists cher als, weather and wear ) always fits snugly. Made of durable silver satir 
Self-selling carton, 15 complete kits — suggested Plaleleipacie mei 0 Self-selling carton, 10 com 
list, $1.95 per kit. plete kits —suggested list, $2.95 per. kit 


Way 
‘ Tap ain, 


Contact your wholesaler today! 
or write Dept. AL-99. ROBERTS 


“i 


THE ROBERTS co. ay 


600 North Baldwin Park Bivd., City of Industry, Calif. SS | 
Quality Products for Home and Industry for over 20 years. 
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NEW PRODUCTS—Part 2 
(begins on page 166) 





Adds a New Clip Lifter 


A new method of inserting abrasive 
paper in its Double Action Sander is 
announced by Cummins Portable Tool 
Div. The sander performs either orbital 
or straight line sanding operations 
through the simple device of turning a 
directional key attached to the sander 
cord. A small notch on the bottom part 
of the key enables the key to fit onto a 
metal strip, which extends on each side 
of the sander just behind the front paper 
holder. ; 

By inserting the key on this metal 
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strip and turning upward, the abrasive 
clamp locks securely in the “open” posi- 
tion. Through this arrangement the user 
then has both hands free to insert the 





Reprinted from August 1 Issue of Alhambra Post-Advocate 


with NEW NON-FLAMMABLE 
WILHOLD 


SAFETY 


CONTAX 
CEMENT 





4 EXPLOSION! 


Adhesive Fumes Set 
Off by Pilot Light 
Liune Loulonooao, 41, in Serious 


Condition at the General Hospital 


ALHAMBRA — A Feat saree and fire ripped 
through a t house here last night. seri 


ously injuring one ints and ee 
property loss fi BSP ee 

ben . 
ewene 





Water Based 
Non-Toxic 
A completely safe 
contact cement for- 
mulated of a new 
Dupont Neoprene 
latex. High heat re- 
sistance—will with- 
stand direct sunlight. 


/OSTS LESS 


PER FOOT! 


APPLY ANYWHERE! Won't explode — safe. Cigarette smoking and pilot 
lights O.K. Meets all safety regulations. 


STRONG! Stronger than plywood itself. Bonds—plastic laminates, fabrics, 
plaster, leather. Ideal for large panel jobs and dry wall. Makes end grain 


bonds. 


FAST TO WORK! Spreads easily, with brush, roller or spray. Long open 


time. 


PRICED RIGHT! COSTS LESS TO USE—Spreads twice as far—300 to 


350 sq. ft. per gallon. Tools clean with soapy water. 
GOOD SHELF LIFE! Dependable bond. Money back guarantee. 


Pints, quarts, gallons and 5 gallons.« Full Dealer Discounts — Nationally Advertised! 


WRITE TODAY FOR YOUR FREE SAMPLE 


(enough to do 40 sq. ft.) and local distributor list. 


AD. NO. 1084 


; HOI D PRODUCTS COMPANY: “Top Quality Builds Trade” 


DIVISION OF ACORN ADHESIVES COMPANY, INC. 
LOS ANGELES 31, CALIFORNIA + CHICAGO 44, ILLINOIS 
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paper. Turning the key downward locks 
the clamp on the abrasive. Including the 
new Clip Lifter improvement, the price 
of the Cummins Double Action Sander 
remains at $49.95. Cummins Portable 
Tool Div., John Oster Mfg. Co., Dept. 
AL, 5055 No. Lydell Ave., Milwaukee 
17, Wis. 
Circle No. 264 on Handy Cover Card 


Roller Latch with a 
Snap-Sure Latch-Catch 


A new automatic, adjustable roller 
latch designed especially for the do-it- 
yourself market is available in two sizes. 
All parts of the new latch are made of 
brass and rustproof steel. 

The larger catch (No. 1435) shown 
in photo above is for interior passage- 
way wardrobe bifolding and accordion 
doors with a minimum of 1%” door 
thickness. A smaller catch (No. 1436) 
is suitable for cabinet and other light- 
weight doors with a minimum of %” 
door thickness. 

The steel roller rolls silently into the 
strike and catches positively. The roller 
is spring-mounted. A hidden, adjustable 
screw creates a positive latch tension 
in all installations and push-pull oper- 
ation is smooth, maker states. The larger 
catch needs only 15%” deep bore for in- 
stallation and may be fitted with a car- 
penter’s standard %4” bit. Available in 
four finishes: bright brass, dull bronze, 
bright chrome and dull chrome. C. Hag- 
r & Sons Hinge Mfg. Co., Dept. AL, 
139 Victor, St. Louis 4, Mo. 
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Sliding Glass Doors 
in 10 Colors 


Sun Valley Industries now is using 
epoxy, a miracle resin-base substance, 
to color-finish its Decorator Series alu- 
minum sliding glass doors. Both the 
maker’s Imperial Weatherwall and Sen- 
ior lines now are available in 10 colors 
selected by interior designer Virginia 
Woodbridge. The epoxy colors are dur- 
able, color-fast and virtually free of 
re and peeling, maker states. 

The 10 colors in the Decorator Se- 
ries are: Manhattan black, Buckingham 
gold, Sahara beige, South Sea coral, 
Tahiti yellow, Bahama blue, Sea Isle 
green, Monaco pink, Dover white and 
Jamaica brown. 

All three lines of Sun Valley alumi- 
num sliding glass doors are supplied in 
Recodized natural aluminum finish as 
standard. A color sample kit complete 
with sample colored extrusions in the 
10 Decorator Series colors is available. 
Sun Valley Industries, Inc., Dept. AL, 
4528 W. Sist St., Chicago, Ill. 
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CABINET HARDWARE CREATIONS BY MEDALIST 


reaturine Sh MODERN AND PERIOD- 


INSPIRED MATCHING pesians. YU SELECT 


‘WILLIAMS 


BURG 


GROUPINGS FOR MINIMUM INVESTMENT. 


Vie DISTINCTIVE, COMPACT DISPLAY 


BOARDS FOR EACH GROUP 


Today, the big demand is for cabinet hardware that expresses 

individuality and distinction. That's why you'll want to stock and sell 

these brilliant new modern and period creations by Medalist. Ten 
FREE groupings in all. Write us for information and prices, then place your 


display board order for the groupings that will return the biggest profits to you, 


ae 
Wiledalist_ HARDWARE DIVISION 
PERIOD 


National Lock Company, Rockford, Illinois 


with each 
grouping 
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NEW PRODUCTS—Part 2 (begins on page 166) 





Develops 4-Pac Carton of 
Aluminum Roll Valley 


A newly-developed 4-Pac carton of 
aluminum roll valley is especially de- 
signed to provide dealers with a larger 
unit sale, announces Nichols Wire & 
Aluminum Co. Packing the four 50’ 
lengths of aluminum roll valley vertical- 
ly in a single carton also reduces ship- 
ping damage and facilitates handling 
and storage, maker adds. 

Each coil of the aluminum roll valley 
is permanently marked with a continu- 
ous stencil certifying that it complies 


with FHA requirements. The new 4-Pac 
; RESIDENTIAL of Nichols Aluminum Roll Valley is 


Standard and special 
designs in sectional 
overhead type residen- 
tial doors for quick 


available in the two most popular widths, 
14” and 20”. Nichols Wire & Aluminum 
Co., Dept. AL, 1725 Rockingham Road, 
Davenport, Iowa. 


factory drop ship- 
ment. Makers of the 
fabulous Redwood 
Beauti-door. 
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All standard types of 
sectional overhead 
wood doors available 
in extension spring or 
torsion spring galva- 
nized hardware. 


STEEL 


Sturdy sectional and 
one-piece steel over- 
head type doors avail- 
able in residential and 
commercial sizes. Gal- 
vannealed steel and 
factory painted. 


Tool for the Home Workshop 


The new Yuba Sawsmith offers out- 
front controls, which loosen, locate and 
lock instantly with one hand; a_ vari- 
speed selective drive; a sliding table; an 
automatic coil cord hidden and protect- 
ed from damage at all times; and a 
switch-over blade, which mounts at ei- 
ther end of motor. 

Competitively priced at $239, the 
Sawsmith is primarily an item for sale to 
the home handyman. Attractive dealer 
benefits include maximum trade and 
quantity discounts, liberal freight terms, 
deferred billing and a generous program 
of cooperative advertising. Yuba Power 
Products, Dept. AL, 800 Evans St., 
Cincinnati 4, Ohio. 

Circle No. 268 on Handy Cover Card 
(continued on page 188) 


Write for price list AL-59 and 
the complete story about Wagner 
profit-making sales plans on Ga- 
rage Doors. 


Also ask for Bulletin AL-59H 
giving full information on Wag- 
ner Sawhorse Trestles, Scaffold 
Brackets, Ladder Brackets, etc. 


Commercial sectional over- 
head type doors job design 
in wood or steel with either 
extension or torsion spring 
galvanized hardware. 


WAGNER MANUFACTURING COMPANY 


CEDAR FALLS tOWA U.S.A 
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Superior 
Plaster Colors 


HIGH PROFIT-FAST MOVING 


SMITH’S PLASTER COLORS 


Packaged and 
Priced Right to Sell 


The original small package line of 
color, LIMEPROOF—SUNPROOF, 
FADEPROOF. Used for interior 
plaster or exterior stucco, for color- 
ing texture materials or cement 
base paints. Manufactured in 18 
beautiful decorator shades. 


Smith’s colors are color matched, 
never deteriorate, warehouse set or 
pack. For safety, stock and sell 
Smith’s Colors for the Builder. 


Six decorative, 
sift-proof, 

dust-proof boxes 

in each handy carton. 


Nationally known manufacturers of .. . 


Smith’s Floor Enamel (rubber-base), Portland Cement Paint, 
Cement Colors, Mortar Colors, Smith’s Topper, the sprinkle-on, 
ready-mixed Cement Color with built-in hardeners, wetting 
agents, aggregates and color and Smith’s Topper Wax and Color 
Restorer. 


WE PAY THE FREIGHT—ORDERS SHIPPED THE SAME DAY RECEIVED 


GEO. B. SMITH CHEMICAL WORKS INC. 


Maple Park, lilinois @ Telephone Maple Pork 7-3221 
Established 1920 
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Larsen invites you to... 


Cash in on the profitable 
Bonding Agent business with 


these € outstanding 
products 


Larsen 


TILE-WELD 


(mortar bond 
and grout ad-mix) 


Larsen 


PLASTER-WELD 


(bonds new to 
old plaster) 


Larsen 


WELD-CRETE 


Golelateh mala, mee) 
old concrete) 


You’re looking at the ‘‘Big 3” of the Bonding Agent Business. 
Each is specified and relied upon by major architects, con- 
tractors and builders the world over . . . for new construction, 
re-modeling and repairs. Be a Larsen dealer and cash in on 
the big market for Larsen products. You’re backed by 
national advertising and a broad variety of ‘‘In-store”’ sales 
aids. Write today for complete details of a money-making 
Larsen dealership. 


Address BOX 5756Q 
LARSEN PRODUCTS CORPORATION 
BETHESDA, MD. 


LARSEN ... first with the finest in bonding agents 
Circle No. 120 on Handy Cover Card 





“iewelry” x 
TULIP design 
Cylinder Entrance Lockset 


TULIP design 
Interior Lockset 


STANDARD design 
Cylinder Entrance Lockset 
(Also, matching interior sets) 


complete 


quality 
line 


Decorative Escutcheon Cylinder Tubular Dead Bolt 


Screen & Combination 
Door Lockset 


Apartment 
Entrance Set 


Sectional Entrance 
Cylinder Lockset 


NATIONAL HARDWARE 


CORPORATION 
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NEW PRODUCTS—Part 2 (begins on page 166) 





Has New Viny! Floor Finish 


Kentile, Inc., announces a new, spe- 
cially formulated finish for use on its 
vinyl floor tile. Called Kentile Vinyl 
Floor Finish, it is both wax free and 
transparent. Although it was produced 
chiefly for vinyl flooring, it also may be 
used with top-grade results for rubber, 
asphalt tile, vinyl asbestos tile, cork, 
wood and linoleum, says maker. 

Kentile Vinyl Floor Finish is offered 
in attractive metallic containers. It is 
available in one quart, one gallon and 
five-gallon cans. Kentile, Inc., Dept. AL, 
58 Second Ave., Brooklyn 15, N. Y. 
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Do-It-Yourself Mosaic Tile 

Application of Capri Mosaic Tile is 
one of the simplest of all do-it-yourself 
jobs, says maker. The small size of the 
individual tiles, %” square x %” thick, 
minimizes the need for tile cutting and 
spaces between tiles can be adjusted to 
make up for uneven measures. Capri 
tiles are ideal for use as a backsplash, 
counter top or covering for bathroom 
walls and coffee tables. 

The ceramic mosaic tiles are furnished 
in square-foot sheets mounted on paper. 
The complete sheet may be applied at 
one time by simply pressing down each 
sheet of tiles on the mastic. Single tiles 
or groups of tiles can be removed and 
other colors substituted for the creation 
of interesting patterns or designs. Al- 
though the tiles can be mounted on wet 
bed cement, most home handymen will 
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find the use of mastic tile adhesives 
more convenient, maker says. The mas- 
tic is spread evenly on the surface to be 
tiled with a notched trowel. 

When tiles are set in about half an 
hour, the paper is washed off and 
spaces between tiles filled in by spong- 
ing surface with a mixture of grout and 
water. Excess grout is wiped off when 
dry by rubbing with a clean cloth and 
the job is complete. 

Almost 100 different colors and mul- 
ti-color combinations are available. A 
Mosaic Tile Center package deal now 
available includes a broad selection of 
tiles, instructions and all accessories 
needed by the home handyman. Stand- 
ard Tile Co., Inc., Dept. AL, 854 Rock- 
away Ave., Brooklyn 12, N. Y. 

Circle No. 270 on Handy Cover Card 


Color-Mixing Department 

A new color-mixing machine, called 
the Kem Colormeter, now is available 
to dealers. There is no practical limit 
to the number of colors which it can 
produce for home improvement cus- 
tomers, says maker. The machine is at- 
tractive, compact, fast in operation and 
always ready for instant use. 

A wide range of color formulas are 
provided for both Kem products and 
the Lucas line. The Kem colorants will 
not skim, evaporate or gel, it is said. 

John Lucas & Co. also annonuces a 
new Colormeter Selector. When it is 
mounted and exposed to customers, 
some 380 colors are in view for quick 
appraisal. One section shows 140 colors, 
all made from a white base, with for- 
mulas exposed along with each color. 
John Lucas & Co., Dept. AL, 1617 
Penna. Blvd., Philadelphia 3, Penna. 
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Cedar Packed in Bundles 

Do-it-yourselfers will find prepacked 
cedar by George C. Brown & Co. so easy 
to install that anyone who can drive a 
nail can now own a cedar-lined closet, 
it is said. The cedar packed bundles are 
available in prepacked 4’ and 8’ bun- 
dies. It is easy to carry and also easy to 
store, maker states. 

Called Supercedar, it is securely wrap- 
ped with heavy kraft paper to protect it 
during shipment and storage, thus assur- 
ing the homeowner that each piece of 


cedar closet lining is in perfect condi- 
tion. Supercedar is guaranteed to contain 
90% of the aromatic and red heart of the 
tree. Closets lined with it are moth- 
repellent and long lasting. George C. 
tg & Co., 


Dept. AL, Greensboro, 
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Aluminum Awning Window 


A new preglazed aluminum awning 
window is designed to meet the need for 
a low-cost window in the residential and 
light construction field. Designated 
Series 500-A, the window features full 
4” openings above the top ventilator for 
easy washing, triple-seal weathering and 
concealed hardware. The window is 
furnished with an aluminum mill finish, 
protected by a coating of methacrylate 
lacquer. 

Unit has right-hand, heavy-duty offset 
operating mechanism of the worm and 
gear type. Nylon bearings are used in 
mounting a half-inch steel torque shaft. 
Aluminum awning window accessories 
include mullions and galvanized fins, 
snap-in glazine molding and screen and 
storm sash. Republic Steel Corp., Trus- 
con Div., Dept. AL, 1315 Albert St., 
Youngstown 1, Ohio. 
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Door Weatherstripping 

New design of Foamflex door weather- 
stripping affords two-way protection, 
maker announces. By offsetting the 
vinyl foam, the doorstrip now provides 
a tight seal which stops drafts, rain and 
snow and in addition will silence noisy 
doors, it is said. 

Foamflex consists of non-absorbent, 
closed cell vinyl foam permanently 
bonded to clear Ponderosa Pine molding 

(continued on page 200) 
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NEW SALES-TESTED SELLING 
AIDS! Heart of your new Sargent 
“Sales-Tested Profit Plan” is a 
complete selection of hard-selling 
residential hardware displays, con- 
sumer literature, ad mats, radio 
commercials, streamers, decals and 
an illuminated “Sales Center” sign. 


2 


NEW SALES-TESTED RESIDEN- 
TIAL HARDWARE CATALOG! The 
award-winning show-piece of your 
“Sales-Tested Profit Plan.” Full- 
color, fully illustrated book perfect 
for showing and selling the com- 
plete line of residential locks and 
hardware. Your copy is waiting. 


NEW SALES-TESTED LUCKY KEY 
CONTEST! An exciting builder pro- 
motion for you... to help increase 
your sales by helping builders sell 
more homes. For particulars on the 
1959 ‘‘Sales-Tested Profit Plan”’ 
write Sargent & Company, New 
Haven 9, Conn., Dept. 3-B. 


Keeps your hands full making money ... Sargent’s new 
“Sales-T ested Profit Plan.” 
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AMAZING NEW ACRYLIC 
HOUSE PAINT DRIES IN 


110 years of technical “know-how. 


NOW PROTECTING AND BEAUTIFYING 
THOUSANDS OF HOMES ALL OVER AMERICA 





Sr eAINT 


lucas LUCO-TEX 


Increase Your House Paint Business 207 
Increase Your House Paint Profits 100/ 


For complete information WIRE COLLECT 
JOHN LUCAS & COMPANY INC. 


A Great Name in Paints for over a Century 
1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
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HARDWARE SECTION of Beatty 
Lumber Co. store is brightened 
by banners overhead promot- 
ing budget ternis, insulation, 
siding and storm windows. 


Fall theme comes easy with 


Low-Cost Store Display Kit 


BANNERS ABOVE SALES DESK merchandise yard services and home improvement 
sales packages. 
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By Paul Ergang 

American Lumberman Store Consultant 

ILL RICK, manager, I.N.R. Beat- 

ty Lumber Co., Tinley Park, IIl., 
states the case for sprucing up in 
September this way: “I feel that both 
employes and customers, come fall, 
are ready for a new look in the show- 
room. Home building starts to taper 
off and we need all the extra business 
we can get.” 

Rick said the trouble is that dress- 
ing up a store takes a lot of time and 
money. To show how it can be done 
on a slim budget, American Lumber- 
man editors set up banners and other 
materials you see in the Beatty store on 
these pages. 

The extra “zip” in store displays 
used here can give you a seasonal 
sales approach for less than $5. 

Many manufacturer sales tools were 

(continued on page 192) 
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LOW-COST DISPLAY 


(begins on page 191) 





considered by the editors for the pro- 
ject. It was discovered that a display 
package useable throughout the store 
was not available from a single pro- 
ducer. The final choice was from mer- 
chandising kits available to dealers 
from Lumber Dealers Merchandising 
Institute, Ist National Bank Bldg., St. 
Paul, Minn. This group comes up with 
four or five seasonal display packages 
a year. 
The materials cover four major 
needs: 
* Product banners and . 
While these are available from manu- 
facturers, general non-specific brand 
posters are often needed when many 
lines are handled. 
* Specials, bargain signs. Posted CEILING TILE poster sells new designs COMBINATION DOOR display was eas- 
about the store and shed, these en- and colors. Display was spotted near a ily assembled by butting three doors 
courage traffic and tie-in with local door opening into warehouse. together and binding with light rope. 


advertising. 


* Dealer services. Posters on bud- 
get terms, planning, etc. 


* Home improvement packages. For 
sales of garages, add-a-room, family 


rooms, general remodeling, etc. Five Minute Displays 


Each LDMI kit consists of 15 or 


more pieces for use a the "ag ‘ 

Printed in bright Day-Glo ink, the kK id FE [| S | 
posters vary in size from 5” x 7” to ul a a es 
2”: s 42°, 

The materials illustrated in Rick’s Here are just a few of the fall displays erected at the 
store came from a combination of Beatty store at Tinley Park, Ill. The average time for setting 
LDMI kits. A complete new fall kit up each display was about five minutes. The display kit itself 
is now available. costs just $3.90. ; 

Work at night. Time to create sea- More elaborate displays could be built, but a lesson can be 
sonal selling displays is usually at a learned from the grocery supermarts. Their display policy 
premium. The Beatty store was is largely based on stock and a colorful poster talking con- 
dressed in one short evening, without sumer benefits. It’s essential also to have a lot of displays 
interruptions. on a wide variety of merchandise. Spending hours over a 

The first step was to review all single product makes doubtful merchandising sense. 

stock for broken lots, discontinued Similar thinking should be reflected in newspaper or direct 
lines and slow-movers. These were mail supporting the store display. Variety, promotion of 
then selected for “advertised specials.” many items, attracts more customers. 
Lumber, plywood and_ hardboard 
shorts and millwork odds and ends 
were inventoried and moved into the 
shed bargain bin. 

Next, depleted stock was replaced on 
all islands and wall fixtures. Strictly 
spring and summer merchandise was 
removed and either placed on sale 
at a special price or warehoused. 
After a thorough vacuuming and gen- 
eral cleaning, the special fall display 
materials were installed. 

Just a few of the displays set up are 
shown on these pages. LDMI’s kit, 
having a seasonal theme, largely 
guides the dealer in displaying the 
right merchandise at the right time. 
Coming from a single source, they 
have a unified style, which is impor- 
tant if a store is to look professional 
and uncluttered. 

Beatty’s store was designed by Jim 
Lindenberger, Chicago architect and 
American Lumberman consultant. It 
was completed in 1958 and sales have 
constantly increased. Many new lines WINTER SUNDRIES were displayed in a basket and on lower shelf at 
have been added at the request of end of an island fixture. Caulking and weather stripping were featured. 
customers. Display is near the entrance door of yard. 


* ah 
danas 
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Distinctive 


TURNBUCKLES 


Assortment Displays 
stop store traffic... speed 
self-service... increase turnover 


TURNBUCKLE ASSORTMENT 


. os ie ; * il es 52 Turnbuckles in 10 fast selling sizes 
o BR ond styles. Attractive 14” x 6” all 
SCRAMBLE TABLE sells hand tools and other household items, all priced at 98¢. metal display panel in 3 colors. Unit 


Most of these tools are domestic and supplied by special jobbers offering these packed for shipment. A complete line 
assortments. of open stock Turnbuckles available. 


EYE BOLT ASSORTMENT 
Ten each of the most popular sizes 
of Eye Bolts, boxed by size. Sturdy 
14” x 6” all metal display panel in 
3 colors. Unit packed for shipment. 
Open stock Eye Bolts available in 8 
thread sizes. 


U-BOLT 
ASSORTMENT 


7 Ten each of the 5 most popular sizes 
of U-Bolts, boxed by size. 14” x 6” 


INSULATION display spotted near home STORM WINDOW display was assem- , 
lanni tor talks fuel ° t | ‘ d Th all metal display panel in 3 colors 
p ng center talks fuel saving to pros- bled in same manner as doors. ree Unit packed for shipment. U-Bolts also 
pect. Time for erection: 5 minutes. windows bound together make effective available from open stock. 
floor unit. 


Tuenbacktss Inc 
Li EYE sours 


LAG THREAD 

EYE BOLT ASSORTMENT 

80 bright zinc plated lag Thread 
Eye Bolts in 6 popular selling sizes. 
Packed for shipment with durable, 
colorful 14” x 6” display panel. 
Available in open stock. 


ORDER FROM YOUR WHOLESALER 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH. 


BARGAIN BIN sign came in handy after inventorying lumber, 
plywood and millwork shorts. 
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22 pages of basic, immediately 
useful figuring facts. Simply request 
complimentary copy on your 
business letterhead, addressing 
Friden, Inc., Dept. AL, 

San Leandro, California. 

















TABLE 
OF CONTENTS 


THE PROBLEMS 


LUMBER METHODS 
Board Feet by Division 
Board Feet by Multiplication 
Wholesale Lumber Invoice 
Mill Lumber Invoice 
Wooden Box Invoices 
Planing Mill Invoice 


Invoice with Group and 
Line Discounts 


Millwork Invoice 
(Split Clearance Feature) 


Invoice with Group and 
Line Discounts 
(Split Clearance Feature) 


Mill Costs per 1000 Board Feet 
(Reciprocal Method) 

Mill Costs per 1000 Board Feet 
(By Division) 

Mill Costs per 1000 Board Feet 
(Automatically Adjusted) 

Board Feet Conversion Factors 

Board Feet Conversion Divisors 


MISCELLANY 


Measurement of Logs 

Table for Computing Cubic Feet 
in Logs 

Quarters, Plywood, Board Feet 
in Railroad Ties 


At your convenience, also, you’re 
invited to watch a demonstration 
of the fully automatic Friden 
Calculator—The Thinking 
Machine of American Business. 
When you do this, ask 

especially to see mechanized 
calculations on tally sheets, cost 
figuring, payroll and invoicing. 




















Automatic office operation is the 
Friden function—Call your Friden 
Man or write Friden, Inc., San 
Leandro, California . . . instruction, 
sales and service throughout U.S. 
and the world. 


NEW EDITION - 
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“They always come back for more... 


with exclusive YUBA 
A-B-C-D “BUILD-UP’”’ SALES PLAN 


The extensive MAGNA LINE offers complete selection: 


It's a happy day when “Dad” opens the carton and 


adds another MAGNA tool to his growing workshop. ¢ Table, Band and Jig Saws « Jointer «+ Belt Sander 


¢ Compressor/Sprayer ¢ Lathe e Drill Press 


You sell any power tool prospect what he wants 
with the exclusive MAGNA LINE A+B-€-D plan: 
single tool, double tool . . . or a complete shop of 
individual tools mounted on as few as three stands. 


SINGLE TOOL, | \ 
SINGLE STAND 


~ Order now, pay December 10th! 
‘New quantity discounts! 
Christmas Lay-Away promotion! 


MaGNa’s A-B-€-D offer of double stand at single 
stand price practically guarantees another purchase! 


Write Dept. MAL-914 for dealer information 


COMPLETE SHOP ON 
iy 3 WORK STANDS 
\iA AND 1 WALL SHELF 


The 


DOUBLE TOOL, 
DOUBLE STAND 


v 


POSITIVE DEALER BENEFITS, TOO! 
12-month warranty on every yuna product! 
Hard-hitting, national advertising! 

Liberal freight allowance! 


YUBA POWER PRODUCTS, INC. 


800 EVANS ST., 


CINCINNATI 


4, OHIO 


CONSOLIDATED INDUSTRIES, INC. 
Manufacturers of famous SHOPSMITH Mark 5 


A Subsidiary of 
YUBA 


. a 
2 
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WBEL TRAIL BLAZERS, popular instrumental group, 
broadcast 55-minute Saturday morning show from patio 


of Rock River Lumber Co. 


BANNERS AND BALLOONS give carnival atmosphere to recently re- 
modeled store. Hardware and paints make store a mecca for handymen, 


> helps to build traffic for big-ticket home improvement business. Decorat- 
ing tips were featured during Open House. 


3-Day Open House Pays for 


Here are the results from dealer's Autumn 
‘Home Comfort'’ promotion: 


. 


* 


. 


7 


_ 


Cash sales increased 75%. 

1,200 persons visited store. 

Truckload of home insulation sold out. 
12 good ceiling tile prospects lined up. 
150 prizes given to happy prospects. 


Dealer said:, ‘lt was wonderful!'' Here are 
the details—including promotion timetable. 


OR THREE DAYS last month 

the town of Beloit, Wisc., was 
treated to a fall merchandising festi- 
val by the Rock River Lumber Co. 
which pleased both dealer and town- 
folks. 

Dealer F. G. (Bart) Bartholomew 
used newspaper and radio ads, direct 
mail, live radio braodcasts, a Ladies 
Only meeting and prizes to attract 
traffic into his store during an Au- 
tumn Home Comfort Open House. 

The selling event was aimed at 
drawing fall home remodeling and 
redecorating business as well as show- 
ing off the firm’ recently remodeled 
store. 

It was the third and largest promo- 


196 


tion Rock River has held since mov- 
ing into quarters 18 months ago. 
Now Bartholomew plans at least two 
promotions every year. 

There was plenty of entertainment 
for visitors, but the main emphasis 
was on products. Ceiling tile, hard- 
board paneling, mineral insulation 
and paints were demonstrated and 
promoted. Representatives from the 
Celotex Corporation helped to stage 
the show. It was so successful that 
Celotex plans to assist other dealers 
who want to sponsor similar events. 

Timetable. After the last Saturday 
visitor had gone home with a head 
full of remodeling ideas, president 
Bartholomew remarked: “It was a 


success. And the secret was good 
planning.” Here is Rock River’s time- 
table, a ready-made plan for your 
own Open House: 

Friday, Aug. 7th. A thousand keys, 
secured from the Retail Lumber 
Dealers’ Merchandising Institute, St. 
Paul, Minn., were mailed to Rock 
River’s regular mailing list, with let- 
ters urging homeowners to try their 
keys in a Treasure Chest at the Open 
House. Inside the Chest were cards 
entitling winners to ceiling tile for 
an average room; insulation for an 
attic; gift certificates for paint or a 
choice of tools from the store’s bar- 
gain table. 

Personal invitations were sent to 
15 city officials. 

Monday, Aug. 10th. 600 more let- 
ters and keys were passed out down- 
town during evening shopping hours 
by Lynn Bartholomew, daughter of 
the dealer and a friend, Louise Bell, 
who were clad in pirate girl costumes. 

A series of one-minute commer- 
cials began on radio station WBEL. 
Copy of the commercials, which ran 
through Saturday noon, was changed 
every two days to cover all features 
of the Open House. 

Tuesday, Aug. 11. Almost 50 con- 
tractors and builders attended an 
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TREASURE CHEST promotion drew traffic. With clown, played 
by distributor salesman John Sabin, are (I. to r.), Bob Bartholo- 
mew; F. G. (Bart) Bartholomew, president of firm; Dean Che- 
kouras, retail sales manager; Helen Westbrook and Lynn Bar- 
thomolew. 


TRUCKLOAD of Handi-Pak insulation was oversold by Saturday 
noon and dealer ordered a second truck. Above, a 54-bag order 
is loaded for delivery. Profits from insulation alone paid good 
share of the Open House costs. Dealer said many visitors did 
not realize he sold insulation. 


Itself from Increased Sales 


50 CONTRACTORS received advance word of Rock River's Open 
House celebration at meeting two days prior to event. Light 
refreshments were served. They also saw product demonstra- 
tions. 


CEILING TILE AND DRAPERY combinations are discussed by 
Beloit interior decorator, Mrs. Doffy Telfer, after Thursday meet- 
ing in store of “For Ladies Only’’ program. Dealers wife, Mrs. 
F. G. Bartholomew, is on right. 


dise for fall home improvement. 


evening meeting in a hotel to hear de- 
tails of the festival and to see prod- 
uct demonstrations. 

A WBEL radio personality invited 
Beloit’s leading interior decorator, 
Mrs. Doffy Telfer, to appear on his 
afternoon program as a preview to 


a special meeting, “For Ladies Only,” 
scheduled for Thursday afternoon in 
the lumberyard store. 

Wednesday, Aug. 12th. A_ full- 
page, two-color advertisement ap- 
peared. The ad gave details of the 
Open House and featured merchan- 
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The newspaper also gave promi- 
nent editorial coverage to the Rock 
River promotion. 

Thursday, Aug. 13th. The Autumn 
Home Comfort Open House began. 

(continued on page 198) 
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FOLDING 
EG BRACKETS 


Precision engineered for 
Ping-pong tables or any 
type of folding leg table. 
One piece construction with positive 
lock. Simple to install. Boxed in sets of 
Suggested Retail 


4 with 24 screws. 
$3.95 set. 






FOLDING SHELF 
BRACKETS 


Another big seller! One piece 
with heavy 12 gouge flanges. 
Will support a large variety of 
drop-leat, wall-hung shelves or 
table tops. Fits flush to wall and 
folds down flat. Has _ spring- 
loaded locking device. Boxed in 
sets of 2. Suggested Retail $3.95 


EZEELDD 
TOOL 


Another ‘do-it-yourself’ fast 
moving item. Pocket size—no 
et tags | ports. Shapes wire 
hooks for Ve’ and %" peg- 
board. In new counter box in- 
dividually packaged in plastic 
tube with aluminum wire. 
Suggested Retail 98c. 
ALUMINUM WIRE 
Available for Add-on sales 





JOBBERS 
Throughout the U.S.A. 


Write for nome 
in your area. 


JANA DIO) 


MFG., INC. 





IN CANADA: 
Mallory Hdwe. Products, Ltd. 


Blenheim, Ontario 
Circle No. 127 on Handy Cover Card 
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OPEN HOUSE 
(begins on page 196) 





About 150 persons visited the store 
to try out their keys. 

Just before the afternoon meeting, 
interior decorator Mrs. Doffy Tel- 
fer and Celotex man Jack Groenke 
were interviewed from the store on 
a 15-minute radio show. During the 
broadcast and at a “Ladies Only” 
clinic attended by about 40 women, 
Mrs. Telfer discussed the Five Keys 
to Home Decorating—room plan- 
ning, balance and scale, color and 
pattern, furniture styles and comfort 
or quiet. 

Treasure Chest keys were passed 
out during the three days to people 
visiting the store who had not re- 
ceived them. 

A special truckload sale of Handi- 
Pak home insulation began. The truck 
carrying price information was 
parked on Rock River property and 
drew plenty of attention. The price 
for the mineral wool was 99¢ for a 
bag which covers 25 square feet ap- 
plied. By Saturday noon the truck 
had been oversold by almost a half a 
load and a rush order was made for 
a second truck to be delivered the 
next week. 

Friday, Aug. 14th. A quarter-page 





IT’S A WINNER! Publisher of Beloit Daily 
News, Walter Strong, opens the Treasure 
Chest with key and wins a workshop 
tool. Pirates assisted with the treasure 
and passed out literature. 





DEMONSTRATIONS were made during 


Open House. Furring rack in back- 
ground, with ceiling tile samples and 
cards bearing names of Treasure Chest 
winners, allowed visitors to try their skill 
in tile application. 








BUILT-IN KITCHEN in Rock River Lumber 
store was ideal spot to serve cookies, 
punch and coffee to Open House visitors. 
And every serving also helped to pro- 
mote kitchen remodeling! 


ad in the Beloit Daily News empha- 
sized that there was still time to get 
in on al! the excitement. 

Another 300 Treasure Chest keys 
were distributed during heavy shop- 
ping hours downtown. Friday and 
Saturday happened to be Dollar Days 
in Beloit, which helped to attract 
visitors to Rock River Lumber. 

A story and photograph on the 
Open House appeared in the local 
newspaper. 

Saturday, Aug. 15th. Big feature 
of the morning was an hour-long ra- 
dio broadcast from the store. A reg- 
ular 45-minute program was length- 
ened and broadcast from the patio 
in front of Rock River Lumber. Lis- 
teners were urged to visit the store. 

To further liven up the day’s ac- 
tivity, John Sabin, salesman for Mott 
Brothers, distributor, appeared as a 
clown to help attract and entertain 
visitors. 

By noon the first truckload of 
mineral wool insulation had been sold 
and orders were taken for later deliv- 
ery. 
During the three days, Rock River 
Lumber had cemented friendships 
with the aid of cookies, punch and 
coffee and about 150 prizes; famil- 
iarized about 1,200 _ persons with 
products sold in the store; lined up at 
least a dozen solid prospects for ceil- 
ing tile and interested many others 
in sound conditioning; sold about 900 
bags of insulation and increased cash 
sales by 75% compared to normal 
days. 


NSDJA Meeting Deadline 


CHICAGO—Reservations cannot 
be guaranteed after Oct. 5 by the 
Northern Sash & Door Jobbers Asso- 
ciation for its annual meeting, Nov. 
5-7. 

The jobbers will convene at the 
Greenbriar Hotel, White Sulphur 
Springs, W. Va. Meeting chairman is 
J. Duncan Brown of Iron City Sash 
& Door Co., Pittsburgh. 

For more _ information write 
NSDIJA, 11 S. LaSalle St., Chicago 3, 
Ill. 
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Now you can sell Black & Decker Saws in a choice of 


PRICE AND PERFORMANCE! 


NEW B&D 62" 
UTILITY SAW 


Quality at low price! Perfect for budget- 
minded buyers and customers looking 
for an “occasional use’’ saw. Cuts to 234” 
at 90°, 1136” at 45°. Now at even lower 
introductory price! Cat. No. 430. 


Special introductory price 


$ 45” 


$49.95 AFTER DECEMBER 25 


@ NEW sawdust ejector for cleaner jobs © Perfect cutting visibility; guided air flow keeps 
@ NEW calibrated depth adjustment for accuracy cutting line clean 


© Telescoping blade guard, convenient retracting © Calibrated bevel adjustment for accuracy 
lever for added safety © King-size shoe for stability and accuracy 


Job-tested B&D 61/2" Heavy-Duty Saw 


Top quality in a lightweight, heavy-duty saw... for 
use portably or in a saw table. Provides power to spare 
for any sawing job; cuts through a 2x4 at 45°. Cuts to 
254” at 90°, 1%” at 45°. Cat. No. 63. 


American 
Builder 


Backed by Black & Decker Advertising in leading 
national magazines, including American Builder 
and Practical Builder, Covers every market... 
professional users, craftsmen and home owners 
with the most powerful, consistent advertising 
campaigns in the industry! 








Towson 4, Md. World's Largest Maker of Electric Tools 
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NEW PRODUCTS—Part 2 


(begins on page 166) 





strips. The product is sold packaged 
with two 7’ lengths and one 3’ length 
in each unit together with a package of 
nails and simple, easy-to-apply instruc- 
tions. Using only a hammer and saw, a 
do-it-yourselfer can weatherstrip the 
average door in just a few minutes, 
maker says. Foamflex can be applied to 
any surface, straight or warped and can 
even be applied over an old door mold- 


ng. 

Fonssfies is available to dealers in a 
new, attractive floor display containing 
12 prepackaged consumer units. Each 
unit contains enough material to weath- 
erstrip the average door. The Mortell 
Co., Dept. AL, 550 Hobbie Ave., Kan- 
kakee, Ill. 

Circle No. 274 on Handy Cover Card 
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Develops Power Fifty Tape 


The new Power Fifty, a 50’ model, 
in the Evans line of power tapes, fea- 
tures patented control speed blade re- 
turn. The new Power Fifty eliminates 
tedious hand-winding associated with 
conventional tapes as gentle pressure on 
the power button smoothly and effort- 
lessly returns the extended blade into 
the case, maker states. 

The Power Fifty control is a boon to 
the builder or homeowner who is con- 
stantly making long measurements in 
the course of his daily work. 

The Power Fifty has a tough vinyl- 
leatherette case that resists moisture, 
scuffs and stain. The blade features jet 
black markings on a snow white back- 
ground, foot-flagged every inch and 
graduated in eighths all the way. The 
blade is replaceable and may be changed 
by anyone in a matter of seconds with- 
out tools. Evans Rule Co., Dept. AL, 
400-416 Trumbull St., Elizabeth, N. J. 

Circle No. 275 on Handy Cover Card 


Novel Abrasive Wheels 
Produce Unique Finishes 


New Bear polishing wheels and rolls 
of non-woven nylon fiber with abrasive 
grain dispersed throughout are especial- 
ly designed for finishing and polishing 
in the metal, plastics, rubber and wood- 
working industries. Their action may be 
varied by changing the type and size of 
grit, modifying the resins used, altering 
the density of the wheel itself, varying 
the rate and extent of oscillation or 
changing pressures and speeds. At their 
most aggressive, the wheels and rolls re- 
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main the gentlest of power-driven abra- 
sives, maker states. 

They are produced in all normal 
diameters, in face widths up to 60” and 
in a grit range from 100 to 600. Sug- 
gested uses for the wheels include: 
polishing stainless steel sheet, cleaning 
aluminum panels before anodizing, pro- 
ducing satin finishes on flat sheets of 
ferrous and non-ferrous metals, clean- 
ing up paint runs on steel furniture, 
dulling the gloss on decorative plastic 
sheets and doing between-coat sanding 
on wooden cabinets and furniture. Behr- 
Manning Co., Div. of Norton Co., Dept. 
AL, Troy, N. Y. 

Circle No. 276 on Handy Cover Card 
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Self-Locking Perforated 
Board Fixtures Announced 


A new type of perforated board fix- 
ture with a built-in, self-locking device 
is announced. The self-locking feature 
is accomplished by means of a nib that 
is spot-welded to the back of the fix- 
ture and fits into the perforated board 
immediately below the anchoring pin. 
The nib is made of a slightly larger di- 
ameter wire than the fixture itself to as- 
sure a firm grip. 

A new consumer folder for dealer 
handout presents the fixtures most com- 
monly used throughout the home, ga- 
rage and workshop. It includes fixtures 
for %” and %4” perforated board. Nine 
typical installations of the fixtures in 
use illustrate how the homeowner may 
double his present storage space with- 
out remodeling. Samples of the new self- 
locking fixtures and literature may be 
obtained without charge by writing to 
Turnbuckles, Inc., Dept. AL, Box 333, 
Michigan City, Ind. 

Circle No. 277 on Handy Cover Card 
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Ready-Cut Soffit Screen & 
a Roof Deck Nail Line 


Home builders can now purchase 
ready-cut Soffit Screen in handy 6” or 
4” widths. These 100’ rolls save valu- 
able time on the job by not having to 
stop and cut regular cloth to size, says 
maker. The new Soffit Screen is heavily 
lls after weaving to assure rust- 
ree wear. Each 100’ roll of the 8 mesh, 
27 gauge wire is securely strapped and 
packed in easily handled master cartons. 

In addition to Soffit Screen, the man- 
ufacturer announces a line of Roof 
Deck Nails produced from steel. The 
nails are available in either round or 
square grooved shank and in sizes for 
all applications of roof decking. The Col- 
orado Fuel & Iron Corp., Dept. AL, 
P. O. Box 1920, Denver 1, Colo. 

Circle No. 278 on Handy Cover Card 


Prehung Storm Door 


An all-weld prehung aluminum com- 
bination door is specifically designed for 
sale to the do-it-yourselfer. A unique 
method of clips attaching Z rail to door 
guarantees proper door spacing and 
makes possible a 30-minute installation, 
maker states. 

The new door is hinged for right or 
left-hand openings with butt hinges or 
piano hinge optional and predrilled for 
latch. Minerva Aluminum Co., Dept. 
AL, Minerva, Ohio. 

Circle No. 279 on Handy Cover Card 





Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 





(Advertisement) 


Merchandising Aids 


Nylon merchandiser 


Puts you in the nylon rope 
business fast . . . low cost 


This is a com- 
plete nylon rope 
department only 
24 inches high 
and less .than 1 
foot square. 
Rope sizes are 
14”, 46", 4” and 
46” with your 
choice as to size 
assortment. Dis- 
play rack is 
FREE with your 
order for four or 
more spools of 

100% Nylon Rope. This is a high profit 

item. King Cotton Cordage, 105 Duane St., 

New York 8, N. Y. 

Circle No. 410 on Handy Cover Card 


Garden tool merchandiser 
Only those tools selling in volume 


Snap-Cut 

pruners, 

hedge shears 

and grass 

shears on a 

colorful, 

space saver 

merchandiser 

that’s ideal 

for self-serv- 

ice. Rack con- 

tains supply 

of Free Prun- 

ing Guide 

Charts . . . a real customer service feature. 
Complete unit contains only 6 Pruning 
Shears, 6 Grass Shears and 4 Hedge Shears. 
Ask for MAGIC MERCHANDISER No. 
974. Seymour Smith & Son, Inc., Oakville, 
Conn. 

Circle No. 411 on Handy Cover Card 


Double edge hack saw blade 
2 blades for price of 1 
This handy hack- 
saw blade has 18 
teeth on one edge 
for cutting large 
sections such as 
angle iron, bolts, 
pipe, etc. and 24 
teeth on the other 
edge for cutting 
thin sections such 
as sheet metal and 
tubing. Each 
blade carded, 50 
blades to a super 
sell display. G. W. 
Griffin Company, 105 Duane St., New 
York 8, N. Y. 
Circle No. 412 on Handy Cover Card 


Manila rope merchandiser 


Here’s a complete manila rope department 
on just 2 square feet of floor space. Spool 
setup lets you sell any length . . . spools 
are connected so you can sell a really long 
piece. Contains 144”, 46”, 34”, 4”, 54” and 
34” marine grade manila. Rack FREE with 
initial order for rope. John H. Graham & 
Co. Inc., 105 Duane St., New York 8, N. Y. 


Circle No. 413 on Handy Cover Card 





Just circle the inquiry 
card on cover for more 
information and prices on 


the Dealer Merchandisers. 











Bell department assortment 
4097 dealer profit 


There’s a bell in this assortment for each 
of your customers and lots of dealers have 
found real profit in Ringing up Sales with 
Bells. People just love the sound of a bell 

. they try them and buy. Dealer cost for 
complete assortment of 28 bells in merchan- 
diser display only $11.95. Bevin Bros. Mfg. 
Co., East Hampton, Conn. 

Circle No. 414 on Handy Cover Card 
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for Dealers 


Pre-measured manila rope 
in self-dispensing cartons 


Here’s the ideal 
way to stock and 
sell manila in 
quantity. Big, 
colorful display 
stand holds self- 
dispensing cai 
tons of manila 
that is marked 
every 10 feet. 
Your stock is 

kept neat and 

clean and meas- 

uring is a breeze. Rack is free with order 
for 3 cartons of rope. King Cotton Cordage, 
105 Duane St., New York 8, N. Y. 


Circle No, 415 on Handy Cover Card 


Twine department 
All purpose assortment 


Our No. 1 N twine 

assortment gives 

you a real twine 
department with 
minimum inventory 
and in a minimum 
space. Stock and 
display 6 kinds of 
twine: polished in- 
dia, parcel post, 
household twine, red 
and green gift cord. 
Balls are 10¢ sellers. 

King Cotton Cordage, 105 Duane St., New 

York 8, N. Y. 

Circle No. 416 on Handy Cover Card 


Coping, jig and sabre saw 
blade merchandiser 


aSGavce 


Low dealer cost, high mark-up, ideal for 
self-service. This is a compact unit (only 
14 sq. foot) with every style blade you need 
to handle professional and home handyman 
replacement blade business, Easel back dis- 
play for counter and eye punched for wall 
or peg-board display. G. W. Griffin Com- 
pany, Franklin, N. H. 
Circle No. 417 on Handy Cover Card 
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home improvement 
selling quide 


PART 2 


New Sales Aids 


Door Closer Merchandiser 


A pick-me-up counter display that ef- 
fectively demonstrates the smooth oper- 
ation of the Ideal Heavy-Duty Door 
Closer is available with an order of six 
closers. Made of sturdy metal rods in 
a smooth hardwood base, the display is 
attractively finished in bright red with 
gold lettering. One of the six closers is 
mounted in the display. 

No. 15 door closer shown on display 
in photo above has an enclosed shock 
absorber spring plus an external leaf 
spring. Unique oil cartridge lubricates 


all internal parts for 10 years, maker 
states. Ideal Brass Works, Dept. AL, 250 
E. 5th St., St. Paul, Minn. 
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Asbestos Shingle Folder 


A new, colorful folder (No. 1402) 
now available fully describes American 
Thatch asbestos roofing. While Ameri- 
can Thatch is similar to other premium 
roofing materials, such as tile and slate, 
it recreates the charm and _ character- 
istics of the thatched design, says mak- 
er. Its colors, created by color-stylist 
Faber Birren, bring its traditional design 
in tune with modern building require- 
ments. 

American Thatch is a combination of 
asbestos fiber and Portland cement. It 
is fireproof, rot-proof and never wears 
out, maker says. It also is said to offer 
significant savings in material and ap- 
plication costs. The Ruberoid Co., Dept. 
AL, 500 Fifth Ave., New York 36, N. Y. 
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Sliding Pocket Door Display 


A working sample of the new Sterling 
No. 1430 Pocket Door Frame is designed 
to ‘help you sell space-saving pocket 
doors. The new counter display shows 
the simple assembly and installation of 
the universal header, which can easily be 
cut to fit any door from 2’0” to 3’0” 
wide. 

It shows the split jambs, studs, Micro- 
Disc Hangers, nylon door guides and 
door bumper. Also included is the No. 
883 Pocket Door Pull, which requires 
only one simple cutout in the door. John 
Sterling Corp., Dept. AL, Richmond, III. 
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new CAMPBELL-HAUSFELD 
PAINT SPRAY GUNS 


Here’s the truly complete line . . 


non-bleeder types . 
. . pressure and siphon feed! 


¢ Rugged lightweight alloy construction 
* Balanced-comfort pistol grip handles 


. bleeder and 
. internal and external mix 
































e Easy adjusting turn controls 
¢ Adjustable spray width controls 
¢ Simple cleaning and servicing 


Offer 9 precision models ranging from Home 
Workshop type to Professional and Hi-Production 
Models. Write today for Bulletin SG 200! 


_ WE'RE MAKING BIG MONEY Now THAT WE'RE SUGGESTING — 
SCOTCH BRAND MASKING TAPE WITH EVERY PAINT SALE / 





“SCOTCH” and the plaid design are registered trademarks of 3M Co., St. Paul 6, Minn. 
MMitwnmesora )ffinine ano ]fanuracturine company 
+++ WHERE RESEARCH IS THE KEY TO TOMORROW 
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The Campbell-Hausfeld Co., 281-1 Railrcad Ave., Harrison, Ohio 


CAMPBELL-HAUSFELD 
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‘WANT TO MAKE EXTRA 
MONEY=ON THE Q-T? 


Then jump on this New 
MONEY-GO-ROUND 
Says Salesman Garry 








G 


Announces 





If the handle is striped, you know it’s good ... it’s Pittsburgh's 


Pitts 68 U.8.GH# PLA TS Gs Ba CO MAAN Y 
Call your Pittsburgh salesman or write Pittsburgh Plate Glass Co., Brush Div., 3221 Frederick Ave., Baltimore 29, Maryland. 
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(Here's the one that \ 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SEUS BETTER because 


WILL NOT SHRINK! 
it WORKS BETTER. 


STICKS AND STAYS pyjy 
ee | 








Most dealers report: 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 
Durham’s Rock- 
Hard Water Putty 

ives you by far the 
best profit margin on 
any product of this ? 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not, It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical, Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 

lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
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| DONALD 
DURHAM 
COMPANY 
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Vina-Lux Styles in New Cartons 


New red, white and blue cartons for 
the entire line of Vina-Lux vinyl asbes- 
tos floor tile now are being used by 
Azrock Floor Products. to simplify 
product identification and aid home 
improvement customers in_ selecting 
specific Vina-Lux colors. The Vina-Lux 
styles now packed in the new cartons 
are Terrazzo Tones, Micromatic Veining, 
Grained Pastels, Cork Hues, Carpet 
Tones and Wood Tones. 

Each carton is printed with a blue 
triangle showing in white the name of 
the Vina-Lux style it contains. The car- 
tons are marked to show number, size 
and thickness of tile. Attractive in-store 
displays also may be arranged with the 
cartons. Azrock Products Div., Uvalde 
Rock Asphalt Co., Dept. AL, Box 531, 
San Antonio, Texas. 
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A 


7 


LUMINUM 
HARDWARE 


RUST-PROOF 
in BRASS, 


BRONZE 
or ALUMINUM 
FINISHES 


PADLOCK and HARDWARE CO. 
LANCASTER, PENNA. 
ORDER FROM YOUR JOBBER 
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Promotes Kitchen Woodenware 


A new, four-page bulletin on Sensen- 
ich northern hard maple counter-tops, 
chopping blocks, pastry boards and other 
kitchen-specialty woodenware is avail- 
able. Colorfully illustrated, the bulletin 
includes descriptive data, specifications 
and suggested retail prices for the mak- 
er’s standard hard maple counter-top 
with backsplash and three other coun- 
ter-top styles. Style A is a portable top 
with a stainless counter insert; style B 
is a top with a stainless T type sink 
frame and both styles have reversible 
blocks. Style C is a counter-top drop- 
in insert. 

A copy of the bulletin may be ob- 
tained without charge by writing to 
Sensenich Corp., Dept. AL-102, Lan- 
caster, Penna. 
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Sells Jalousie Basement Units 


A new counter merchandiser is es- 
pecially designed to help dealers sell 
more jalousie basement windows. The 
merchandiser occupies a minimum of 
space and has a_ silk-screened panel 
which carries complete size and price in- 
formation on the jalousie units. It is 
designed to accommodate jalousie base- 
ment windows having either right or left- 
hand operating controls. Complete jal- 
ousie mounted in the unit is equipped 
with heavy-duty glass louvers, automat- 
ic operating controls and full screen in- 
sert. 

The maker’s jalousie basement win- 
dows are shipped to dealers in indivi- 
dual cartons containing all necessary 
installation hardware. Regal Window 
Products Co., Dept. AL, 6720 Allen- 
town Blvd., Harrisburg, Penna. 
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Tells Advantages of Fencing 


An illustrated folder now available 
outlines the advantages of Realock Steel 
and Realock Aluminum Chain Steel 
Fencing. Both types of fencing are suit- 
able for either home or industrial use 
and are erected as specifically-engineered, 
custom-built installations to meet any 
specifications, maker states. 

The two-color folder is a literal gate- 
fold with a cover of a Realock fence 
which opens in the fashion of a gate into 
a discussion of the advantages of each 
fencing type. Both types of fencing are 
available in a wide range of gauges and 
mesh sizes and adaptable to a wide range 
of installations. The Colorado Fuel & 
Iron Corp., Dept. AL, P. O. Box 1920, 
Denver 1, Colo. 
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Tremendous National 
Fall Promotion On 


MOE Gye 


WET We’ pt Camnont" Pott 
tern Combination. Lantern 9¥2” 


Square, 19%” high. Black on 
Solid Aluminum with Solid Brass 


" 
MOE LIGHT it Trim 


sh OLY LiLo MI “Licht Command” Fg === 
LANTERNS Final) Beis 


at t sundown... v 


SPECIAL PROMOTION PRICES 


Here’s a terrific new attraction for all your 
customers — priced to move fast. Sensational 
“Light Command” post has photoelectric con- 
tvol unit that turns lantern on/off automatically. 
Not affected by other light sources. Ideal for 
home driveways, patios; hotel, motel, camp, 
resort, estate grounds, 


NATIONALLY ADVERTISED 


Big color ads in the ‘‘big influence’’ magazines, 
October and November issues, will reach 
11,300,000 readers. Yee 
HOUSE BEAUTIFUL HOUSE & GARDEN M-853/M-923 (Left) 
LIVING FOR YOUNG HOMEMAKERS “Light Command”’ Post & Lantern 
Combination. Lantern 1142” high, 
20” shade. Black on Solid Alumi- 
FREE COLOR POSTERS | num ‘vith Solid Brass Trim, oe 
Big wall or window posters, featuring post-lan- yal Regular Dealer Price $29.94 
tern combination with SPECIAL INTRODUCTORY i) Special Dealer Price... $26.97 
PRICE, will help you sell. Ah 
M-923 (Right) 
: : AT H “Light. Command” Post ONLY. Adjustable from 
Announcing a Sensational New ieee, 12" to 84”. Pre-wired, grounded, UL approved 
MOE Light OUTDOOR LINE. = OY convenience outlet meets ail local codes. Black 


on Solid Aluminum. Patent Appiied For. 


HIGH STYLE, HIGH QUALITY, 7) | Regular Dealer Price ng RE $16.77 


HIGH PROFIT! , P 
Special Dealer Price... 15.57 
Colorful new catalog folder now available. ' $ § 





SPECIAL INTRODUCTORY PRICES UNTIL NOVEMBER 30, 1959 ONLY. 





SEND TODAY FOR FULL DETAILS 


THOMAS INDUSTRIES INC., Lighting Fixture Division 
410 S. Third Street, Louisville 2, Ky., Dept. AL-9 


Wi (J Rush full details on your special Post & Lantern promotion. 
THOMAS ( Send catalog folder on new high style Outdoor Fixture line. 


INDUSTRIES INC. 
LIGHTING FIXTURE DIVISION 
410 S. Third St., Louisville 2, Ky, 


MOEG& MOE LIGHT - STAR LIGHT - BENJAMIN 
® 


ENCHANTE - SAN MARINO NE Diva nactrcrsinsictterrtnineentiocotcsthlphitiidameeitantigts Mamaia 


"Ny 


Nit, 3 
TTS 


tly, 


Company.. 


S 
s 
%G 


“ny 
Address.. 


Oks. 
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Announces Bulk Packing Chart 


A new bulk packing chart (BP-2) 
gives complete information on the man- 
ufacturer’s packing and _palletization 
system, which was designed to fit into 
modern methods of material movement 
for large or small users of bulk screws. 

Where screws are used or moved in 
small bulk quantities, the 9”x9”x612” 
carton is easily handled as it weighs 
about 45 pounds or less when fully 
packed. The sturdy carton of 275- 
pound-test corrugated board is wire 
strapped. For handling large quantities 


of bulk screws, the maker provides, free 
of charge, a disposable two-way entry 
pallet on which are steel ee 36 of 
the cartons. The pallet may handled 
by one man and a hand truck or with 
power equipment. 

Simplicity, versatility, speed and econ- 
omy are all in this new packing system, 
fully described in bulk packing chart 
BP-2. Southern Screw Co., Dept. AL, 
P. O. Box 1360, Statesville, N. C. 
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Offers New Stretch Color Card 


An attractive new color card con- 
taining 24 actual color chips of Tamms 
Stretch flat latex paint now is available. 
The card shows 12 modern pastel colors 
plus black and white. In addition 12 
smart intermix colors are shown in oval 





chip form. Easy intermix formulas are 
printed below each color, making it 
easy for a dealer to give his customer 
the correct mix. The maker claims the 
standard colors may also be intermixed 
to obtain any special shade. 

Stretch flat latex paint is said to be 
ideal for all interior surfaces, plaster, 
wallboard and woodwork. Stretch retails 
at $3.95 per gallon. It is ready for use 
with brush or roller, dries in 30 minutes 
and never leaves an odor, maker says. 
For free color card and sample of 
Stretch, write to Tamms Industries Co., 
i AL, 228 N. LaSalle St., Chicago 1, 
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White lic 


White Fir lumber is soaring to new heights 
of popularity in residential construction 
and industrial use nationwide. 


The building trade is rapidly recognizing 
this specie as an economical material that 
more than meets the requirements of 
durability, strength and workability. 





To meet the demand, TW&J sawmills 
manufacture premium quality, uniformly 
graded, kiln dried, high altitude White 
Fir dimension in all grades and sizes from 
2x4 to 2x12. 


ASK YOUR WHOLESALER FOR TW&J 
PREMIUM WHITE FIR DIMENSION 


Roberta Moving Door Display 


A moving door display, called Ro- 
berta, is 7’ wide by 7’ high. The stand 
contains a Gold Permalume Double 
Rollaway tub enclosure in the front and 
the right and left-hand panels each con- 
tain a hinged shower door. The Double 
Rollaway on the front is motorized to 
provide continuous to-and-fro, bypassing 
motion on the two rolling panels. 

A standard 5’ recessed bathtub is 
used in conjunction with Roberta. The 
tub is not injured or marred in any way 
since the bottom guide of the tub en- 
closure is merely resting on the rim and 
is not attached in any manner. Shower 
Door Company of America, Dept. AL, 1 
Permalume Place, N.W., Atlanta 18, Ga. 
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1960 is TW&J's 50th Year in the Lumber Business 


Taner. Wesster & Jounson, Inc. 


P.O. BOX 3498 
San Francisco 19, California 


PRospect 6-4200 Teletype SF 211 
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Aluminum Household Hooks 

A new — of chromium-plated 
aluminum hooks for the home is avail- 
able free of charge to dealers. It in- 
cludes five hooks worth $1.40 on its 
rich blue front. The hooks were selected 
as the five most popular kinds in 
household use today. 

A charge is made only for the re- 
placement hooks inside the easily opened 
display case, which holds one or two 
dozen of each kind. The quantity de- 

nds on the style of hook. Each hook 
is individually packaged with screws in 
a transparent polyethylene bag. Safe 
Padlock and Hardware Co., Dept. AL, 
Lancaster, Penna. 
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Hardware in a Picture Frame 


Eight new picture frame displays now 
are available from Amerock Corp. Each 
displays just one finish and style group 
and allows the dealer to select only the 
items and finishes most popular with his 
customers. 

The picture frame displays may be 
used on a post or wall, in the store 
window, on Amerock merchandisers, in 
revolving display or they may le carried 
by the salesman to new home or remod- 
eling job sites. Each display is packed 
with extra hardware for resale to give 
the dealer a 50% markup on his total 
investment, maker states. Amerock 
Corp., Dept. AL, 4000 Auburn St., 
Rockford, III. 
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Be 


‘direct line’ to 
“profit-plus” 


hardware 
specialties... 


R-W manufactures a very diversified line of top-quality hardware special- 
ties. So many that we could not describe them all in a publication as large 
as the one you are now reading. However, Hardware and Building Supply 
Dealers have learned to rely on the R-W Catalog as a prime source for 
a wide variety of their hardware needs. It is a place to purchase those 
“non-stocked” specialties that earn many dollars of “added-profits.” Many 
of the items you will undoubtedly want to buy for stock—some, because 
of the special nature you will want to buy only on customer request. In 
either case, this catalog provides you with a proverbial “horn of plenty” 
from which you can order all your hardware needs. Here are a few of 
the top-quality hardware products made by R-W... Track, Hangers and 
Hardware Sets for Sliding Doors; Latches; Hasps; Door Bolts; Flush Pulls; 
Door Handles; Stay Rollers; Binders; Floor Guides; Studding Sockets; Fire 
Doors and Fire Door Hardware; Industrial Doors of all types and Electric 
Operators for all types of gates and doors. 


aM Richards-Wilcox 


oe 
MANUFACTURING COMPANY 
A HANGER FOR ANY DOOR THAT SUDES 
226 W.THIRD ST.* AURORA, ILL. © Branches in all Principal Cities 





for your free copy of 
the R-W Catalog No. 
A-400. 
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Sdiemaenenedlt 


COLOR CARAVAN—A fleet of seven station wagons and trailers get ready to span 
across the nation for Acme Quality Paints, Detroit. The cruisers will stop at dealers 
from coast to coast to show employes how to sell color. 


Union Threatens New York Lumberyard 


Aluminum Siding Sample Case 


A new sample case now available to 
dealers features the complete line of 
aluminum sidings produced by Life- 
guard Industries. Samples of the mak- 
er’s new Double 4 siding design as well 
as its 8” Horizontal and Vertical pat- 
terns along with accessories are ready to 
sell for you in a handy, portable mer- 
chandising case. Lifeguard Industries, 
Inc., Dept. AL, 2425 Gilbert Ave., Cin- 
cinnati 6, Ohio. 
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The following message was taken 
from literature passed out by a union 
picket at a New York state lumber- 
yard. (Name of the yard has been 
changed from the original). 

“STOP THE CHISELER” 

“The low, starvation wages paid by 
the John Smith Lumber Co. never 
made a single contribution to the wel- 
fare of the community. The only one 
who profits is John Smith. This em- 
ployer is actually a drain upon the 
community. The vital question is: Can 
the community really afford him? 

“A starvation-wage employer con- 


tributes more to the creation of slums, 
poverty, disease and their by-products 
than any other individual in the 
community. John Smith is a social 
and economic hazard who takes all 
and gives nothing. We appeal to all, 
whether businessmen, taxpayers or 
wage earners: DO NOT PATRONIZE 
THE JOHN SMITH LUMBER CO. 

“The following nearby lumber deal- 
ers are 100% union. They and their 
employes will give you good service. 
(List of dealers given here). 

—“THE STRIKING EMPLOYES 

John Smith Lumber Co.” 











“LUMBERKING" 


- smeaps 
DEKALB 


COMMERCIAL BODY CORPORATION 
233 W. GARDEN ST., DEKALB, ILL. 





SENSE MAKES CENTS, CENTS MAKE DOLLARS 

AND DOLLARS ARE WHAT YOU SAVE WITH 

TRUCKS DESIGNED EXCLUSIVELY FOR YOU. 
ye 


Write for in- 
formation on 
why you should 
have these 
trucks. 

















earns 
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REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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THE VERY BEST IS 


TEMPLIN ENGINEERED ROOF FRAMING 


PLATES 


completing tt 


No Special Equipment Required 


WRITE OR PHONE 


TEMPLIN + 
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what's tte PRICEP 


Fir plywood showed the biggest retail price revisions found in 
any of the key lumberyard items listed below. Most of these re- 
visions pushed prices down, with bigger cuts occurring in the 
Great Plains states than elsewhere in the nation, according to re- 
ports furnished American Lumberman by dealers. In lumber 
items there were some decreases big enough to affect the price 
level figures. These were reported from the Middle Atlantic and 
West North Central zones. 


A contrary movement was noted in retail prices of building 
materials, with dealers tending to mark up these prices while they 
marked down wood products prices. There were enough price 
cuts, however, so that final price level figures stand where they 
were, approximately, two weeks ago. No clear-cut regional price 
trends were seen in building materials. 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 


Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 

North Middle Sovth East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 

Douglas fir: 

Dimension: Std. & Btr. green R/L 2x4 $140 $140 $145 $140 $145 $140 

Std. & Btr. dry R/L 2x4 $145 $140 $145 $140 $150 $145 

Std. & Btr. green R/L 2x10 $140 $140 $145 $150 $145 $141 

Std. & Btr. dry 2x10 R/L $145 $144 $150 $160 $150 $146 

Boards: Std. & Btr. green R/L 1x6 and 1x8 onnians $130 $135 satitinns $140 $135 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 $130 $140 $140 $145 $147 $140 
Std. & Btr. dry R/L 2x10 $130 $145 $147 $150 $145 $140 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 $110 $150 $140 $145 $140 $135 


Western Pines: 
Boards: No. 2 & Btr. dry 1x8 R/L S458 or 
shiplap $240 $200 $180 $200 $185 
No. 3 & Btr. dry R/L 1x8 S4S or 
shiplap $185 $180 $160 $145 $145 
No. 4 Btr. dry R/L 1x8 S4S or 
shiplap $160 $122 $130 $115 $ 80 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $115 $125 $120 $130 $110 
No. 2 & Btr. dry R/L 2x10 $117. — $130 $145 $125 
Boards: No. 2 & Btr. dry R/L 1x8 S4S or 
D & M or shiplop $125 $135 $120 $130 $120 


Hardwood Flooring: 
Clear oak 25/32’x2%4" $285 $290 $250 $300 $275 
Select oak 25/32”x2%4”" $270 $280 $225 $290 $235 


Interior Softwood Paneling: 
No. 2 ponderosa pine R/W $225 $225 $220 $200 $200 


No. 3 ponderosa pine R/W $200 $200 $200 $180 $180 


Wood Siding: 
Redwood bevel siding %4'’x10” $310 $295 $275 $290 
Cedar bevel siding %4"’x10” $295 $275 $275 $300 


Wood shingles: 


Cedar shingles 5/2 #1 Blue 
Label $ 18 $19 $ 16 





PLYWOOD: 
Fir, V4" DFPA-AD interior glue $139 
Fir, 4" DFPA-AD exterior glue $160 
Fir, % DFPA-CD sheathing interior glue $135 
Fir, Yo” DFPA-CD sheathing interior glue $145 
Fir, %” DFPA-CD sheathing interior glue $180 
Birch, V4" A2 $450 
Philippine mahogany, 4" rotary cut $175 





MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 14”-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 

Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick batt 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12”x12” 
¥_” insulating building board 
25/32” insulating sheathing 

” gypsum wallboard 
4" tempered hardboard 
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EVERYTHING HINGES ON HAGER...U.S.A.! 


re...and how you want it! 


If you’re on the spot for fine hinges 
and other builders’ hardware, tell your 
jobber to phone or wire HAGER! He can 
pick up or obtain delivery direct from 
the Hager warehouse nearest him... 
often overnight! 


Seven Modern Warehouses— 
coast-to-coast—each fully stocked 
with the complete Hager line 


Each warehouse is strategically 
located near rail and motor 
terminals and airports 


Think Hager first TO GET IT THERE, FIRST! If the situation requires, drop 
shipments to fill an unusually hot 
order can also be made from 
other Hager warehouses 


Most emergencies—to cities of 
25,000 population or more—can 
be met with overnight delivery 


EVERYTHING HINGES ON Hager / C. HAGER & SONS HINGE MANUFACTURING COMPANY, ST. LOUIS 4, MO 


IN CANADA + HAGER HINGE CANADA LIMITED, KITCHENER, ONTARIO 
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Flat Steel Strapping Sealer 


A new flat steel strapping sealer that 
assures positive seals for heavy-duty 
carloading operations is announced. 
Known as the USS Model 66, the man- 
ually operated sealer features a special 
locking handle and a crimping action 
seal, which is said to make the seal as 
strong as the strapping itself. 

Designed for use with 2”x.050” flat 
steel strapping, the new machine is 
particularly suited to pole, pipe and 
other flat-car loads. The unit’s 3’ han- 
dles operate parallel to the strapping, 
across the load. A locking device in the 
handle of the 16-pound machine insures 
that a sealing operation, once started, 
must be completed before it can be re- 
moved from the seal, thus eliminating 
low-seal efficiency. 

The newest addition to U. S. Steel’s 
full line of manual and automatic strap- 
ping equipment and accessories, the 
Model 66 will be distributed through 
U. S. Steel Supply’s 20 service centers 
across the country. U. S. Steel Supply 
Div., U. S. Steel Corp., Dept. AL, 208 
S. LaSalle St., Chicago 4, Ill. 
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Inflatable Dunnage Cushions 
Reduce Shipping Costs 


New inflatable dunnage cushions de- 
signed to replace wood or other ma- 
terials used to support or protect cargo 
during shipment are announced by The 
Firestone Tire & Rubber Co. Called Air- 
Blok, the pneumatic cushions are said 
to reduce shipping costs more than 
60% and effectively reduce freight dam- 
age. 

With pneumatic dunnage, one man 
can block an entire freight car quickly 
and easily. The cushions are placed be- 
tween units of cargo and inflated with 
an air hose to required pressures. The 


cushions can be deflated quickly, rolled 
and tied with built-in straps for easy re- 
turn to the shipper. They are then ready 
to be used again, maker points out. 

Two types of Air-Blok are available. 
One model consists of a tough synthetic 
rubber bladder encased in a canvas cov- 
er which is chemically treated to resist 
water and mildew. The second model is 
designed for special, heavy-duty appli- 
cations, providing more protection for 
extra-heavy cargo. Air-Blok is manufac- 
tured in two sizes. When fully inflated, 
the oblong cushions measure 12”x30”x60” 
and 12”x48”x60”. The heavy-duty Air- 
Blok is available only in the larger size. 
The Firestone Tire & Rubber Co., Dept. 
AL, 1200 Firestone Parkway, Akron 17, 
Ohio. 
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Pneumatic Stretcher with Shear 


A new pneumatic stretcher with shear 
features use of heavy-duty steel strap- 
ping direct from the coil and combines 
air-powered tensioning and manual cut- 
ting of strap into one tool. Model BIR 
Stretcher is used to tension %4” strap- 
ping. After the sealing operation, the 
strap is sheared close to the seal, as 
shown in photo above, and the tool is 
removed from the strap. 

The BIR eliminates strap waste with 
the direct-from-coil feed, has a high- 
speed strap take-up and provides excep- 
tionally high residual strap tension, mak- 
er says. It also is reported to be light- 
weight, easy to thread and convenient 
to operate. Predetermined tension is ap- 
plied simply by pressing the throttle. 

The BIR is the newest in the line of 
Acme Steel power-actuated, portable 
strapping tools and is suitable for a wide 
range of strapping applications. Two 
tool sizes are available; one for %4” and 
the other for 1144” heavy-duty steel strap- 
ping. Acme Steel Co., Dept. AL, 135th 
St. & Perry Ave., Chicago 27, IIl. 
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Makes Lumber Calculations Easy 


The new Friden fully automatic Cal- 
culator, Model SBT, offers simplified 
chain mutiplication features plus selec- 
tive grand total accumulation. The ma- 
chine meets an increasing demand found 
in both the accounting and engineering 
fields for calculation and offers plus 
features of standard touch-one-key sim- 
plicity. 

Powered actuating bars require 40% 
less pressure, speeding addition, sub- 
traction and semi-automatic multipli- 
cation, it is said. The Model SBT is of- 
fered in an attractive new machine case 
and keyboard color scheme. Friden, 
Inc., Dept. AL, San Leandro, Calif. 
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Lumberlift Equipped with 
a Special Sideshifter 


Erickson Power Lift Trucks, Inc., re- 
ports its Model FK-60 Lumberlift with 
6,000 pounds capacity equipped with a 
special Sideshifter provides 6” of shift 
each way from center and has only 
¥_” loss of load center. The special Side- 
shifter does not reduce the rated ca- 
pacity of the truck, maker announces. 


Standard fork bars are 72” wide to 
permit maximum lateral spread of forks 
to maintain stability of long loads. The 
forks are constructed with especially 
high vertical sections to eliminate the 
need for special load safety racks. Dual 
drive wheels are standard equipment. 
The truck is available with regular gas- 
oline or with L. P. gas carburetion. 
Erickson Power Lift Trucks, Inc., Dept. 
AL, St. Anthony Blvd. & University 
Ave., N. E., Minneapolis 18, Minn. 
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Low-Cost Tankmobile, Jr. 
for All-Purpose Air Delivery 


A_ new, all-purpose mobile air-power 
outfit for versatile, trouble-free air de- 
livery is announced. It features a heavy- 
duty Pressure Princess single-cylinder 
air compressor on a welded steel, safety 
pressure tested 7% gallon tank. Designed 
with a low center of gravity and semi- 
pneumatic 8” rubber-tired wheels, Tank- 
mobile, Jr., is highly efficient for lubri- 
cation, spray painting, fumigating, dis- 
infecting and many other everyday uses. 

Models are available with a 4%” hp cap- 
acitor motor or a 1/3 hp split phase 
motor. A complete selection of acces- 
sories is available for the new Tank- 
mobile, Jr., including spray guns, mate- 
rial containers and control equipment. 
An air chuck and 15’ of %” air hose 
are standard equipment. Campbell-Haus- 
feld Co., Dept. AL, Harrison, Ohio. 
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MANAGEMENT WORKSHOP-IN-PRINT — ORGANIZED TEAMWORK SERIES NO. 9 


A Pattern for Profitable 


Dealer-Contractor Relationships 


Dealer Policies Contractors Like 


Establish Policies Which Will Generate Enthusiastic Contractor Cooperation 


When taking off material lists from blueprints, qualify 
the contractor to buy from you, all things being equal. 
Make a charge for the work to be refunded if he makes 
the purchase or give a lump sum price for the ma- 
terials without taking off the list. Sell the contractor on 
the fairness of your approach. 


Give leads to contractors to follow without being ac- 
companied by a company salesman only when the con- 
tractor’s competency to close the sale and loyalty to the 
company are unquestioned. 


Eliminate as “Building” and “Sales” team members 
contractors who refuse to recognize that price includes 
services as well as dollars. Also the shysters, unreliable and 
undesirable contractors, the price buyer who invariably 
auctions his material lists at unprofitable prices and the 
credit risks you don’t care to take. 


With the exception of a few carpenters for repair work, 
it is better to put carpenters and mechanics on your 
permanent payroll only if: 


* You are going into the contracting business. 


* Your costs prove to be lower than letting sub con- 
tracts. 


* They are capable sales people who can substitute selling 
for construction work when not doing the latter. 

* You have a fabricating or component parts depart- 
ment where they can be working when not on construc- 
tion jobs. 


* They will make competent sales people. 


Establish yourself as merchantable construction sales 
and service headquarters in your community. Watch the 
time factor on contract jobs closely. Try to get agreed 
upon completion dates when others are contracting or 
sub-contracting jobs for which you are ysesponsible. Or- 
ganize joint local effort to cope with pre-fab competition. 
“If you can’t beat them, join them!” 


Seek to make the contractor understand that if he gets 
an ample profit from his labor and supervision he is not 
entitled to a materials profit unless he makes the unas- 
sisted sale. Individual selling of the teamwork program is 
preferred to group presentation, unless you are certain 
that some cantankerous individual in the group will not 
kick over the apple cart. Organize joint local effort to 
knock out the “suede shoe” operators, the “happiness 
boys” and the racketeers from the local area. 


Prove to the contractor by demonstration sales that 
prices which include a selling commission to him are 
readily obtainable. 


With existing lien laws there is little or no excuse for 
losses on contractor credits unless the dealer deliberately 
chooses to gamble. You should do this with your eyes 
open, set up the proper reserves and get paid for the 
risk you are taking. If liens are not to be filed, the 
assignment and disbursement form, available on request, 
should be used to avoid credit losses. 


Set up a minimum schedule of services and costs for 
large (independent group) contractors and a_ service 
schedule for extra services they might need. Contractors 
worth having on the dealer teams should be worthy of 
close friendships. These should be cultivated. 


Seek the assistance of cooperating manufacturers and 
wholesalers in controlling the volume of independent 
contractors. Intensify or modify competition depending 
on who is competing. With the cooperation of (individu- 
al) 100% manufacturers and wholesalers, go after the 
chiselers. Sell the contractor on the 3rd party recom- 
mendation principle and its benefit to him. Make the 
completeness of your financing services for all markets 
an effective medium for controlling sales at a profit. Don’t 
be too optimistic about the selling abilities and capacities 
of contractors—the trained professional salesman among 
them is a rarity. Never forget that each contractor is an 
individual personality. Treat him as considerately as you 
would any of your individual friends. 


Try to make the amount of work that you sell for 
each contractor exceed the amount of work he sells for 
himself. Aim to always control the flow of money on a 
contract job you are supplying. Keep “making money 
together” the theme of your contractor relations. Divide 
the profits on a contract job—to the contractor for his 
labor and supervision; to the dealer for material services 
and supply, contract selling, sales and financial admin- 
istration. 


When you sell contractors at the low dollar, limit 
your service rigidly. Small deliveries and unpaid-for serv- 
ices can eat up profits in a hurry! Do those things which 
are necessary to make a sustained and satisfactory net 
profit in the operation. Don’t delegate the setting up of 
your contractor teams to sales people. “Teamwork and 
Partnership for Mutual Profit” should be organized at 
the executive level. The Golden Rule, empathy and back- 
scratching will accomplish wonders, but don’t hesitate to 
use economic pressures when they are necessary for mutu- 
al profit. 
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“We pay your labor for you” is one of the most potent 
headlines in advertising and promotional work. No stone 
should be left unturned by the dealer in seeing that the 
contractors prosper along with the dealers as these teams 
grow in service to the community. Every preference 
should be given to your contractor team members as op- 
posed to the independent group contractors. 


Discuss competitive propaganda with contractor team 
members and how to meet it. When and if adequate 
numbers of leads and prospects can be secured no other 
way, set up door to door canvassing program to secure 
leads for contractor’s services. Add a 1% monthly carrying 
charge on all past due contractor balances. Install in- 
centives with Contractor team members to reduce costs 
and increase mutual profits. 


Use the inventory home “cut price” technique only 
when you can get speculative builder sales and profits no 
other way. If necessary to secure sufficient numbers of 
cooperating contractors and mechanics, the dealer should 
not hesitate to seek out those in adjacent towns and areas 
and bring them into his market. The dealer should sponsor 
in cooperation with his contractors the development of an 
adequate supply of apprentices for local building trades. 


Do not allow cash or other discounts to contractors 
who flagrantly abuse credit privileges and don’t pay on the 
agreed upon date. Basic policy underlying all other dealer- 
contractor policies—Get yourself in a position where you 
no longer need to anticipate or fear negative contractor 
reactions to your “Teamwork for Mutual Profit” making 
programs. These are contractor policies a dealer can live 
with and profit by. They will tend to make a dealer’s 
“Teamwork for Mutual Profit” program move along 
smoothly and effectively. 
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“Hm-m-m-m... 

This ticket tells me 

this is 5 months old. 
I'd better do 

something about it!” 








FIRM WAME 


F4TFHA 
71985214 


SPECIAL 


Quick, inexpensive 
visual stock control 
.--@ Monarch ‘extra’ 


Just a glance at your Monarch price 
marking gives you coded information 
on date purchased, cost (as well 

as retail price)—valuable guides to 

your buying and selling plans. 

Model 20 (shown) price marks Gummed 
Labels, String Tags, Pin Tickets 

and pressure-sensitive Senso Labels. 


= === Fil] out and mail coupon for information. «===-= 


AL 959 
Wi THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St. © Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. 


ee Se 





STORE NAME____.__...- 


ADDRESS 





POST OFFICE 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

¥ Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 
No agency commission or cash discount 


allowed. 

All acis for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less ore specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 





SOUTH FLORIDA 
RETAIL YARD MANAGER 

South Florida is experiencing tremendous 
growth, which necessitates the expansion of 
our operation. 
You can enjoy the benefits of working for 
a well established company with unlimited 
poomemens opportunities and employee 

nefits. Write in complete details of your 
experience in the lumber business, and per- 
sonal background, enclosing a recent photo- 

aph and mail to Box J-20 American Lum- 

rman & Building Products Merchandiser 





MANAGER « SALESMEN « WANTED 


Immediate openings for sales personnel ex- 
perienced in domestic and imported ply- 
wood or lumber. Opportunity for two sales- 
men and one General Sales Manager of 
Building Materials Division in nationally 
recognized, rapidly expanding export-import 
concern. Wili consider men with Eastern 
experience and contacts wishing to relocate 
in Sunny California. Top men are assured 
a good income and future. Send detailed 
resume to P. O. Box 104, Glendale 5, Calif. 





Sales Manager wanted for a new cash and 
carry yard. Desire sales minded, experiencd 
30-45 year old man with self-confidence 

a desiré to be successful. Compensation— 
base salary plus pees of profit. South- 
eastern Wisconsin location. Address Box J-53 
American Lumberman & Building Products 
Merchandiser. 








HELP WANTED 








BUSINESS FOR SALE 














Building Material Sales 

The Insulite division of the Minnesota and 
Ontario Paper Company offers rewarding 

career opportunities for young men 
(ages 26-35 preferred) in this well-estab- 
lished, yet expanding organization. We are 
seeking men with proven sales ability whose 
present positions may not offer sufficient 
challenge or pine for advancement. 
New men are paid on salary during an initial 
training period and upon territo assign- 
ment are compensated on a salary plus bonus 
basis. In addition, these —- offer ex- 
ceptional employee benefits paid for by the 
company. Car furnished. 
Write nm Lindert, Minnesota and Ontario 
Paper Co., 500 Investors Bidg., Mpls. 2, Minn. 





Millwork salesman wanted. Northeast Illinois 

territory. Good sales background more essen- 

tial than technical millwork knowledge as we 

will train. This is a top ition for a well- 

qualified man. Address Box J-47 American 

— & Building Products Merchan- 
r. 





SITUATIONS WANTED 











Young married yard superintendent with 
seven years experience in estimating, sales- 
work, sett up precutting lines, and han- 
dling men, desires position as assistant man- 
ager with a future. Have scored grade A in 
several university extension courses. Would 
like position in western part of U.S. Address 
Box J-40 American Lumberman & Building 
Products Merchandiser. 





Manager, assistant or other permanent posi- 
tion with future. Fifteen years management 
experience all phases large, progressive op- 
eration including sales, purchasing, credits 
and collectons, estimating and light drafting. 
Address Box J-52 American Lumberman 
Building Products Merchandiser. 





Young man with twelve years successful 
management in medium size lumberyard de- 
sires position of General Manager of line op- 
eration. Would consider similar sition in 
large yard with good future. Address Box 
J-54 American Lumberman & Building Prod- 
ucts’ Merchandiser. 





SITUATION WANTED 
Retail Lumber and Hardware manager. 14 
years experience. 10 years as yard manager. 
Construction experience. Address Box J-48 
American Lumberman & Building Products 
Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











Sales Representative—Prominent building 
materials manufacturer with nationwide dis- 
tribution, requires an experienced salesman 
for Michigan, Ohio, and Indiana. Opportunity 
for advancements. Send complete resume 
and salary required te Box J-44 American 
Lumberman & Building Products Merchan- 
diser. 





RAILS WANTED 











RAILS: New and Rela . Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 





WANTED MANAGER 
Experienced, for our New York City ply- 
wood and lumber imports division. Must 
know sources of supply and have customer 
following good cepectentty with nationally 
known concern. All replies held strictly con- 
fidential. Address Box J-46 erican Lum- 
berman & Building Products Merchandiser. 
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EQUIPMENT FOR SALE 











Woods elect. Moulder with Freq. ch. Very 
good condition. Also 3 Drum Sander, Plan- 
er, and other woodworking machines. If 
interested, contact Grand oo Sash and 
Door Co., Grand Rapids 2, Mich. 


Building Material Business in rapidly ex- 
pan resort area of Michigan. A profitable 
business with best of prospects. Ample op- 
portunity for expansion. A natural for home 
improvement Dept., contracting, pre-fab. 
Large, modern salesroom and warehouses. 
Private siding. Owner must retire. Will sell 
all, or stock —— only and lease land 
and building. Address Box J-49 American 
—— & Building Products Merchan- 
r. 





For Sale: Well established retail Lumber, 
Building Material, Paint and Hardware, town 
of 20,000; in business same wonderful loca- 
tion 43 years. Grossing average $350,000. Sell 
or lease land and improvements. Owners re- 
tiring. Address Box J-51 American Lumber- 
man & Building Products Merchandiser. 





FOR SALE. Well established, Retail Lumber 
Yard in Kansas small town. Show room new- 
ly expanded and decorated. New Fixtures. 
$100,000 volume. Inventory about $25,000. 
Office and buildings to be sold at consider- 
able reduction from investment. Attractive 
terms to qualified buyer. Might consider 
lease. Address Box J-50 American Lumber- 
man & Building Products Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 


119 North Fourth Street 
Minneapolis 1, Minn. 





Is equipment maintenance . . . and high labor 
cost in connection with warehousing 
eating away at your profits? Both can be 
reduced substantially and full information 
is available on request. Write today, giving 
name and title, on your business letterhead, 
to Twin-Tilt, P. O. Box I-3, Cincinnati, Ohio. 
No obligation. 
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‘Have You Overlooked This”’ 
The following manufacturers were carried 
in ~~ Aug. 31 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 
Acme Steel Co, 302 
Acme Idea men show you how Acme Steel 
Strappi 
Bennett 
Literature’ ‘available on Bennett 
Panel Saw 
Bestwall Gypoum Co. .304 
Bestwall Hummer Systems increase sales of 
gypeum wallboard. Use handy cover card 
or full details. 
Bethlehem Steel 
Dependable Bethlehem nails come in a 
complete range of sizes, styles, and fin- 


ishes. 
Certain-teed Products Corp. aaa 

“Certain-teed” insulatin sheathing is easy 
to handle and install and gives three 
times the insulating value of an equal 
thickness of wood. 

Clarke Floor Machine Co. 

Full information and merchandising aids 
available on Clarke “Shampooer-Vac” 
the upholstery cleaner that shampoos and 
vacuums. 

Dexter Lock Co. 

Write for literature on the new easy-to-in- 

stall Dexter Standard Door Closer. 
— lex Display Fixture Co. 312 
ultiplex display equipment catalog is 
gw 3 upon request. 
National Gypsum Co. 

Pocket-size reference chart and new cata- 
log available on Gold Bond louvers and 
ventilators. 

Pickering Lumber Corp. 307 

Brochure offered on complete line of Pick- 


“2-Way” 


ering Lumber. 
Pittsburgh Plate Glass Co. 03 
New quick drying Latex Floor Paint added 
to Pittsburgh Paint’s “Florhide” line. 
Tennessee Stove Works 
Descriptive literature and _ specifications 
offered on the new ‘Modern Maid” gas 
oven with concealed venting. 
Warp DEGBs .cccccvedes vovccsccccestcccereee 
Warp offers a complete line of plastic win- 
dow materials. Use handy cover card for 
more information. 
ba a Washer ts Gs bcaweasd cones 315 
“Klip-Pac” allows you to sell Wrought 
sibied washers in a compact unit 





12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12 
page reprint discussing all phases 
of truss fabrication for residen- 


tial construction. 


Titled “Truss 


Sense,” 


Making Makes 
this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 


ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Ill. 












































\ 
y) »\ 


2 


az 

















N 
\ 
\ 


\ 4 Aa : 
“What does rt take 
to be ‘top dog’ 
these days?”’ 


Bid on better jobs—get more contracts— 
through daily DODGE REPORTS 


Yes, you can help yourself to more profitable bidding — 
with an assist from Dodge Reports. Here’s what Dodge can 
mean to you: 

1) You won’t miss out on real opportunities. A job you 
didn’t bid... but would have if you’d known about it...is 
money down the drain, With Dodge Reports, you always 
know what’s coming up. You don’t have to depend on invi- 
tations to bid. 

2) You'll bid on the jobs that will do you most good. If you 
want to concentrate on jobs you know will be profitable, 
you need Dodge Reports’ reliable facts about new building 
projects. And you need them early in the game. 


3) You'll know who’s bidding against you. 
4) You won't be misled by gossip and rumors. 


Dodge Reports are individual project reports. They’re 
mailed to you daily. You get Reports only on the types 
of building you’re interested in —in the area where you do 
business. They tell who’s going to build what and where... 
whom to see ... when bids are wanted on each stage of con- 
struction ... who else is bidding. 

If you do business anywhere in the 37 Eastern states, 
let us show you how Dodge Reports can improve your 
operation and increase your profits. 


TITTTLT LL WRITE FOR FREE BOOK )> 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL99 


in the general markets checked below. 
[] House Construction (J General Building 
[] Engineering Projects (Heavy Construction) 


Area I 


Send me the book “Dodge Reports— How to Use Them Effectively” 
and let me see some typical Dodge Reports for my area. I am interested 





Name____ 





Company 


Dodge Reports 





Address 
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happens 
every time 
Kentile 


runs an ad— 


And Kentile® runs lots of ’em—in every 
single magazine likely to whisk customers 
into your yard. Fact is, it’s a snap to sell the 
entire Kentile line—because advertising helps 
presell prospects on the Kentile name. Steady 
ads in magazines such as LOOK, THE SATUR- 
DAY EVENING POST, BETTER HOMES & GAR- 
DENS and many others help fan enthusiasm 
for every Kentile style; help sell your Kentile 
line faster. So why not latch onto the leader 
in resilient tile advertising? When all’s said 
and done, Kentile does more advertising 
that does more for you...month after month 
after month! 


End sampling problems 
the Hi-Fi way! PRIETNIT]S1L1E] 
© tt OOO 
3” x 3” paper samples... ‘ . 
high-fidelity reproductions 
of the 112 designs in the 
entire Kentile Vinyl Asbes- 
tos and Asphalt Tile lines. 
Your customers can take 
them home for selection. 
Refills supplied free by 
your Kentile Distributor. 
You save space, save time, 
sell more! 


one line is all it takes to 
build your flooring business 


KJE(N|T|T/LIE 
BROOBRE 


$8 SECOND AVENUE, BROOKLYN 15, N.Y... . . 350 FIFTH AVENUE, NEW YORK 1, W. Y. 
3 PENN CENTER PLAZA, PHILADELPHIA 2, PENN. . 55 PUBLIC SQUARE, CLEVELAND 13, OH!0 
900 PEACHTREE STREET, W. E., ATLANTA 9, GA. . 1016 CENTRAL ST., KANSAS CITY 5, MO. 
4532 SO. KOLIN AVE., CHICAGO 32, ILL. . . 2834 SUPPLY AVE., LOS ANGELES 22, CALIF. 
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NATIONAL még , $ 
fe MERLING, 1h. RAMEE 
oa 


10 UNITS 


You don’t have to open boxes to be sure of what’s in- 


® 

No Uessif side when you sell National of Sterling. Your clerks— 
and customers—know at a glance what’s in stock. 

National’s bright blue Picto-Graphic labels tell exactly 

what’s inside—what item, what size, what finish. That’s 


ee ee 
wh at S inside why so many dealers are joining the swing to National 
of Sterling. It’s decimal packaged, too, 


for easier inventory control. 


... WITH NATIONAL’S PICTO-GRAPHIC 
CARTON LABELS WRITE FOR FREE CATALOG TODAY 
| a | 


NATIONAL MANUFACTURING CO. att 
11909 First Ave., Sterling, Illinois 
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